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NOW  DENTINOX  HAS 


BABIES,  MOTHERS  AND 
CHEMISTS 


now  on  GSL 
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New  Dencinox  Colic  Drops.  Specially 
formulated  to  break  down  ingested  air 
bubbles,  for  quick  and  effective  relief  from 
wind  and  griping  pains.  All  in  a  small,  easily 
administered  dose. 

So  if  mothers  with  colicky  babies 
come  to  you  for  advice,  remember 
Dentinox  Colic  Drops. 


For  a  free  trial  pack,  contact 
Dendron  Limited, 94  Rickmansworth  Road, 
Watford,  Herts  WD1  7JJ.  Tel.  (0923)  29251. 


ElidaGibbs. 
The  brands  that 
mean  business. 


SUPER  DRY 

SLR 

FOR  ME 


29TH  JUNE  1981. 

A  black  day  for  Right  Guard  and  Brut 
Because  that  day  Elida  Gibbs  launch  Sure  fc 
Men,  a  no-nonsense  anti-perspirant  deodorant 
With  the  heritage  of  Sure,  the  experience  c 
ElidaGibbs  behind  it  and  a  formulation  so  uniqu 
and  effective,  Sure  for  Men  is  going  to  make  all  th 
competition  break  out  into  a  cold  sweat 

(  And  no  wonder.  With  male  usage  at  40%  c 
the  market  volume  and  increasing,  Sure  for  Me 
is  sure  to  be  an  outstanding  success. 

£750,000  TV  SPEND. 

There's  support  in  the  form  of  a  heavyweigr 
national  TV  campaign  worth  £750,000  plus  som 
attractive  introductory  low  price  offers  for  you. 

One  thing's  sure,  Sure  for  Men  could  doubl 
the  profits  on  your  total  Sure  sales. 

So,  if  you  don't  want  black  looks  from  yo 
customers,  better  stock  up  now. 

And  turn  a  black  day  for  some  into  a  red-lette 
day  for  you.  ^^^^  l 

BLACK 
DAYFO 
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The  annual  reviews  of  the  chemists 
market  by  the  A.  C.  Nielsen  research 
organisation  always  provide  food  for 
thought,  and  that  for  1980  (p828)  is 
no  exception.  Unfortunately,  however, 
it  is  like  its  recent  predecessors  in 
bringing  few  crumbs  of  comfort  to  the 
independent. 

The  message  is  plain  from  the 
moment  the  Researcher  is  opened — 
the  two  features  it  contains  are  headed 
respectively  "Grocers  resist  the 
recession"  and  "How  healthy  are 
pharmacies?".  The  contrast  is 
inescapable. 

To  take  the  grocers  first,  Nielsen 
had  anticipated  that  the  current  high 
unemployment  figures  might  have 
adversely  affected  sales.  Yet  they 
found  that  over  60  major  food  and 
non-food  categories,  unit  sales 
remained  almost  constant  from 
February-March  1979  to  the  end  of 
the  survey  period,  October-November 
1980.  "Towards  the  end  of  that  year 
(1979)  and  throughout  .1980  we  see 
not  a  volume  decline,  but  only  a 
cessation  of  the  growth  in  sales.  So 
unit  sales  were  holding  up  and  the 
gains  made  in  the  previous  two  years 
were  maintained." 

An  examination  of  own-label 
performance  for  evidence  that  the 
recession  has  caused  the  consumer  to 
trade  down  to  lower  prices  did  not 
produce  the  obvious  result.  "Despite 
the  recession  consumers  have 
remained  loyal  to  brand  leaders.  At  a 
time  when  price  is  a  prime  factor  in 
consumer  purchasing,  people  remain 
prepared  to  pay  for  the  brand  they 
want."  However,  the  price  differential 
between  brands  and  own-label  appears 
to  be  closing  due  to  the  multiples' 
price  wars  and  own  labels  moving 
more  up-market. 

But  what  a  different  picture  the 


non-Boots  (Boots  are  not  monitored 
by  Nielsen)  pharmacy  presents.  NHS 
turnover  inching  closer,  year-by-year, 
to  the  two-thirds  mark;  the  major 
multiple  grocers  taking  an  ever-larger 
share  of  the  chemist's  traditional 
toiletries  markets  (even  the  other 
grocers  and  drug  stores  are  losing 
ground  here),  and  drug  stores  making 
further  significant  inroads  into  the 
pharmacy's  turnover  in  proprietary 
medicines.  Here  there  is  one 
marketing  bright  spot  that  can  hardly 
be  counted  a  victory  in  commercial 
terms.  It  is,  of  course,  analgesics 
where  drug  stores  have  lost  the  right 
to  sell  large  pack  sizes. 

Nielson's  conclusion  that 
pharmacies  are  "vulnerable"  is 
inevitable  from  the  results  of  their 
research,  but  nevertheless 
disappointing.  The  reduction  in 
pharmacy  numbers  has  been  almost 
halted,  and  1980  surely  saw  the 
voluntary  groups  in  pharmacy  both 
more  active  and  more  effective  than 
ever  before. 

It  is  a  market  battle  the  groups 
must  win.  Nielsen's  assumption  that 
the  number  of  pharmacies  is 
"approaching  the  minimum  required 
to  meet  the  needs  of  our  population" 
has  a  commercial  parallel,  and  the 
retail  pharmacy  must  be  preserved  as 
an  attractive  and  indispensable  outlet 
for  the  manufacturers  of  all  its 
traditional  merchandise.  ■ 
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THIS  WEEK'S  NEWS 


Pharmacies  more 
vulnerable— Nielsen 


A  still-growing  dependence  on  the  NHS,  counter 
turnover  not  keeping  pace  with  inflation,  and 
increased  price  competition  from  grocers  and  drug 
stores,  are  all  conspiring  to  make  retail  pharmacies 
more  vulnerable,  the  latest  Nielsen  annual  review  of 
the  chemist  market  shows. 

1.  Concentration  of  total  turnover  in  retail  pharmacies  (excluding  Boots) 
Percentage  shops  5      20     30     40      50     60     70      80     90  100 

Percentage  turnover        12      35      47      57      66     74      82     90     96  100 


2.  Trend  of  chemists'*  turnover  in  Great  Britain 

Total  chemistst 
1975        1976  1977 


Total 

Counter% 

NHS% 


£685m 
49.9 
50.1 


£835m 
45.0 
55.0 


£962m 
41.8 
58.2 


Retail  pharmacies 
1978        1979    12  months 
S/O  1980 

£1092m    £1246m  £1404m 
39.1         38.4  38.2 
60.9         61.6  61.8 


Source:  Nielsen  Drug  Indext  including  "other  retailers  of  chemists'  goods" 
'excluding  Boots 


3.  Sales  shares  in  nine  toiletries  markets  in  grocers  and  chemists  (£  basis) 


All  other  grocers 
Six  major  multiple 
grocers 
Drug  stores! 
Retail  pharmacies* 


12  months  to 
S/O  1979 

% 
28.0 

21.4 
20.7 
29.9 


S/O  1980 

% 
27.3 

24.8 
19.3 
28.6 


Approx.  number 
of  stores 

59,100 

5,700 

9,500 


Source:  Nielsen  Food  and  Drug  Indexes'!"  including  F.  W.  Woolworth 
'excluding  Boots 


4.  Sales  shares  in  retail  pharmacies*  and  drug  stores 


Total  counter  turnover! 
1979  1980 

£578m       £669m  (+  16%) 
80  80 
20  20 


Pharmacies% 
Drug  stores% 

Excluding  Boots  t  12  months  to  Sept-Oct 


Nine  proprietary  medicine 
categories! 
1979  1980 

£61m  £72m  +  18% 

91  92 
9  8 


5.  Index  of  rate  of  sale  of  proprietary  medicines  (September/October  1980) 


Retail 

Drug  stores 

Product  categories 

Pharmacies* 

1979 

1980 

Indigestion  tablets 

100 

111 

117 

Oral  analgesic  tablets  &  powders 

100 

110 

58 

Stomach  upset  remedies 

100 

154 

176 

Cough  liquids 

100 

26 

27 

Cough/cold  pastiles  and  lozenges 

100 

79 

87 

Nerve  tonics  and  multi-vitamins 

100 

64 

66 

Oral  lesion  preparations 

100 

58 

40 

Sprays  &  drops 

100 

36 

36 

Vapour  rubs 

100 

81 

92 

Source:  Nielsen  Drug  Index   Excl.  the  Boots  organisation 


Slowing  down  of  pharmacy  closures  to 
an  almost  negligible  level  may  indicate 
that  the  present  number  of 
pharmacies  is  approaching  the 
minimum  needs  of  the  population, 
Nielsen  suggest,  adding  that  a  further 
significant  fall  may  therefore  be 
unlikely. 

The  survey  goes  on:  "Inevitably, 
some  pharmacies  have  a  higher  annual 
turnover  than  others,  by  reason  of 
their  floor  area  and  location. 

"The  top  5  per  cent  of  pharmacies 
do  12  per  cent  of  the  business;  20  per 
cent  do  35  per  cent  and  50  per  cent 
account  for  two-thirds  of  the  total 
turnover.  This  has  changed  little  from 
the  previous  year  and  on  the  whole  the 
total  pharmacies'  turnover  is  fairly 
well  distributed  over  the  trade." 
Pharmacies'  increasing  dependence 
on  NHS  remuneration,  which 
accounted  for  almost  two-thirds  of  all 
turnover  in  1980,  is  shown  in  table  2. 

"The  decreasing  percentage  of 
counter  turnover  business  indicates 
not  a  growth  in  NHS  work,  but  rather 
a  dedine  in  over  the  counter  sales. 
So  total  turnover  grew  only  by  13  per 
cent  in  pharmacies  up  to  September/ 
October  1980,  whereas  the  average 
rate  of  inflation  was  15.5  per  cent  for 
that  period. 

Dispensing  grocers 

"The  pharmacies'  increasing 
reliance  on  NHS  payments  could  make 
them  highly  vulnerable,  for  the 
number  of  prescriptions  dealt  with  by 
dispensing  doctors  is  growing,  and 
already  one  major  grocery  multiple 
has  established  an  in-shop  dispensing 
pharmacist,"  say  Nielsen. 
The  report  also  investigates 
pharmacies'  competitiveness  as 
retailing  outlets,  pointing  out  that 
historically  they  have  been  among  the 
major  outlets  for  toiletries.  Table  3 
depicts  the  sterling  sales  share  of  nine 
product  categories  in  four  types  of 
shop.  The  product  categories  are: 
bath  preparations,  external  deodorants, 
first  aid  dressings,  men's  hairdressings, 
hair  setting  agents,  razor  blades, 
sanitary  towels  and  tampons, 
shampoos  and  toothpastes. 

"It  is  immediately  apparent  that 
the  major  multiple  grocers  have 
become  some  of  the  most  powerful 
retail  outlets  in  this  field.  Selling  top 
brand  names  at  highly  competitive 
prices,  supported  by  heavy  promotions, 
they  have  taken  market  share  from 
drug  stores,  other  grocers  and 
pharmacies  alike,  Nielsen  conclude. 

"Thus  the  threat  to  pharmacies  in 
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Have  you  ever  seen  Kojak? 


this  field  comes  not  only  from  drug 
stores,  but  from  the  major  multiples 
whose  importance  in  the  fast-moving 
consumer  goods  field  continues 
unabated." 


Proprietary  medicines 


In  table  4  Nielsen  compare  sterling 
turnover  of  nine  proprietary  medicines 
with  over-the-counter  sales  in  retail 
pharmacies  and  drug  stores.  "We  see 
that  in  total  OTC  sales  showed  an 
increase  below  the  average  level  of 
inflation  for  the  period  up  to 
September/ October  1980,  indicating  a 
fall  in  unit  sales.  The  nine  categories 
of  proprietary  medicines  have  a  better 
record,  achieving  a  sterling  sales 
increase  almost  commensurate  with 
inflation. 

"Clearly  the  pharmacies'  strength 
lies  in  the  proprietary  medicines 
markets.  Over  the  year  this  has  been 
maintained  and  even  consolidated. 
However,  it  has  been  entirely  due  to 
the  recent  legislation  limiting  the  sizes 
and  brands  of  proprietary  medicines 
available  in  other  outlets." 


Rate  of  sale 


To  look  at  the  situation  in  more  detail, 
Nielsen  examined  the  rate  of  sale  of 
the  nine  categories  of  proprietary 
medicines  in  pharmacies  and  drug 
stores  (table  5).  "The  effect  of  the 
legislation  on  oral  analgesics  is  evident. 
This  one  product  category  accounts 
for  the  whole  increase  shown  by 
pharmacies  in  these  markets.  In  fact, 
in  other  medicine  categories  drug 
stores  have  generally  gained  ground." 

Nielsen  conclude:   "Overall,  the 
pharmacies  continue  as  the  leading 
outlet  in  the  field  of  proprietary 
medicines.  Yet  although  outnumbering 
drug  stores  by  nine  to  one,  the  latter 
have  still  taken  20  per  cent  of  all 
counter  turnover  sales. 


Future  security 


Nielsen's  final  conclusion  is:  — 
"Pharmacies  have  recently  been  aided 
by  Government  legislation  on 
proprietary  medicines  and  they  rely 
heavily  on  NHS  payments. 

"However,  as  more  doctors  provide 
dispensing  facilities  and  grocers  and 
drug  stores  stock  a  wider  range  of 
toiletries  at  competitive  prices, 
pharmacies  are  vulnerable. 

"In  the  face  of  current  trends  the 
pharmacist  will  have  to  develop  a 
distinctive  retailing  policy  by  listening 
to  consumer  wants  and  providing  a 
service  unavailable  elsewhere.  This  may 
be  the  key  to  a  secure  future." 
Nielsen  Researcher,  A.  C.  Nielsen  Co 
Ltd,  Nielsen  House,  Headington, 
Oxford  OX3  9RX.  ■ 


No  threat  to  VAT 
repayment 

Pharmacists  were  informed  in  a  "stop 
press"  item  in  last  week's  C&D  that 
individual  pharmacies  must  notify 
their  FPCs  every  month  with  details 
of  each  VAT  repayment  claim  and 
that  the  advance  payment  due  on 
May  1  in  respect  of  current  claims, 
will  be  110  per  cent. 

It  is  unlikely  at  this  stage  that 
other  unions  will  "black"  such  VAT 
repayments  through  FPCs  in  support 
of  the  selective  strike  by  civil 
servants  at  the  Southend  VAT  office 
(C&D  March  28,  p568). 

NALGO's  position  remains 
unchanged  and  they  urge  members 
working  at  FPCs  not  to  do  any  work 
normally  done  by  civil  servants.  In 
practice  this  will  not  affect  the 
"special"  repayments. 

The  executive  committee  of  the 
Association  of  National  Health 
Service  Officers,  who  have  members 
in  finance  departments  of  FPCs,  met 
on  April  24  and  issued  the  following 
statement  to  members:  "To  date  this 
Association  has  not  been  asked  for 
direct  support  by  the  civil  service 
unions  concerned  and  there  has  been 
no  indication  of  any  action  by  the 
ANC  Whitley  Council. 

"Therefore  .  .  .  any  members 
concerned  with  making  additional 
advance  payments  to  chemists  may 
proceed  to  do  so."  ■ 

Prescribing  costs 
panel  a  'whitewash' 

Pharmacists  should  not  worry  that 
there  is  not  a  member  of  the 
profession  on  the  Department  of 
Health's  panel  on  prescribing  costs; — 
"it  is  only  a  whitewash  and  will  not 
produce  anything  of  value." 

That  claim  was  made  by  Mr 
Laurie  Pavitt,  MP,  during  a  working 
dinner  held  at  the  House  of 


Commons  last  week  by  the  London 
Group  Pharmaceutical  Executive. 
Other  MPs  attending  included  Mr 
Reg  Freeson  and  Mr  Ian  Mikardo. 

Mr  Pavitt's  advice  was  that 
pharmacy  should  set  up  its  own  panel 
on  prescribing  costs  and  publish  its 
results  when  the  Department's  panel 
published — "and  note  the  difference". 

Mr  John  Reynolds,  Chelsea, 
Kensington  and  Westminster  LPC, 
spoke  about  procrastination  by  the 
Department,  delaying  matters  when 
money  was  owed  to  contractors  but 
moving  quickly  to  snatch  monies  they 
considered  due  to  them.  Some  MPs 
present  felt  that  the  complexity  of  the 
contract  gave  the  Department  cause 
for  delaying  decisions;  others  felt  that 
pharmacy's  negotiators  spent  too  much 
time  on  "small  petty  things"  rather 
than  negotiating  the  main  issues. 

When  Mr  John  Tombs,  Camden 
and  Islington  LPC,  spoke  of  lack  of 
results  in  negotiations  one  MP  said 
that  the  reason  could  be  "lack  of 
policy-making  decisions  by 
pharmacists'  own  negotiators".  He 
felt  positive  action  was  needed.  Mr 
Pavitt  said  that  unless  pharmacists 
completely  reorganised  themselves  as 
a  matter  of  urgency  those  who 
remained  would  still  be  talking  about 
these  problems  in  another  10  years. 

In  summing  up,  Mr  Stanley  Blum, 
public  relations  officer  for  the  London 
group,  referred  to  three  main  problems 
— the  Minister's  threat  to  tear  up  the 
contract,  his  refusal  to  keep  the 
discount  scale  at  1.54  per  cent,  and 
the  rising  drugs  bill.  Mr  Blum  urged 
the  MPs  to  apply  Parliamentary 
pressure  on  the  Ministers.  ■ 


Diazepam  scripts 

Prescriptions  for  diazepam  dispensed  by 
chemist  contractors  in  England  totalled 
9.2  million  in  1978  and  8.7  million  in 
1979,  Dr  Gerard  Vaughan.  Minister  for 
Health,  recently  stated  in  a  written 
answer  to  Mr  Greville  Janner. 
Chlordiazepoxide  prescriptions 
numbered  2.6  million  in  both  years.  ■ 
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Withdrawal  of  PSNC  services: 
poll  backs  LPC's  decision 


City  and  East  London  contractors 
appear  to  be  supporting  their  Local 
Pharmaceutical  Committee's  decision 
to  withhold  its  PSNC  levy  (last  week, 
p772). 

In  a  ballot  due  to  close  on  April 
30,  -the  LPC  has  asked  the  160 
contractors  whether  the  levy  should 
be  paid.  By  Wednesday  14  had  replied 
in  favour  of  payment  and  34  against. 

A  letter  to  contractors  explained 
that  the  levy,  for  six  months  from 
October  1,  1980,  was  being  withheld 
as  a  mark  of  protest  against  PSNC's 
"jubilant  acceptance  of  last  June's 
package  deal.  This  effectively  relieved 
the  Government  of  all  political 
pressure  as  far  as  pharmacy  was 
concerned,  making  it  easy  to  delay  the 
setting  up  of  the  Review  Body  for 
several  months  and  to  put  its  own 
interpretation  on  the  argument  to  the 
future  disadvantage  of  contractors." 

Non-payment  of  the  levy  has  led 
PSNC  to  withdraw  its  services  to 
contractors  in  the  area.  ■ 


No  investigation  of 
bubble  baths 


The  Department  of  Trade  has  denied 
Press  reports  that  it  is  to  carry  out  an 
investigation  into  bubble  baths. 

A  report  in  the  Daily  Express, 
last  week,  said  that  some  doctors  were 
concerned  that  the  high  concentration 
of  detergents  and  foaming  agents  in 
bubble  baths  could  be  the  cause  of 
certain  skin  irritations  and  urinary 
tract  infections  and  that  the 
Department  of  Trade's  consumer 
safety  unit  would  be  looking  into  this. 
However  a  spokesman  for  the 
Department  of  Trade  said  that 
although  specific  complaints  would  be 
looked  at,  they  were  not  actually 
investigating  bubble  baths. 

The  Department  had  looked  into 
bubble  baths  in  the  past  and  thought 
these  products  did  not  present  an 
unreasonably  high  health  hazard.  The 
number  of  complaints  involving  bubble 
baths  was  unusually  small  and  the 
number  of  skin  reactions  no  higher 
than  with  other  cosmetic  products. 

In  America,  however,  the 
consensus  of  opinion  seems  to  be 
rather  different.  The  Food  and  Drug 
Administration  has  ruled  that,  from 
August  19,  all  bubble  bath  products 
must  carry  a  statement  warning  that 
excessive  use  of  prolonged  exposure 
may  cause  irritation  to  the  skin  or 
urinary  tract.  As  present  there  is  no 
intention  to  introduce  similar  warning 
requirements  in  the  UK.  H 


Unichem  warning 
label  system 

Unichem  have  introduced  a  pharmacy 
warning  label  system  designed  by 
British  retail  and  hospital  pharmacists 
together  with  experts  in  label 
application  and  plastic  mouldings. 

The  system  comprises  20  different 
self-adhesive  labels,  each  supplied  in 
rolls  of  500  in  rigid  clear  plastic 
cassettes,  said  to  provide  a  fast, 
efficient  and  clean  method  of 
dispensing.  The  label  cassettes  "slip 
and  clip"  into  polished  steel  racks, 
each  rack  holding  10  cassettes.  The 


Take  this  medicine 
WITH  or 
AFTER  MEALS. 


WARNING  This  may  cause 
drowsiness  If  affected  do 
not  DRIVE  or  OPERATE 
MACHINERY  Avoid 
ALCOHOLIC  DRINK. 


This  is  one  of  

containers  of  the  SAME 
Prescription.  Please  use 
up  the  contents  of  one 
BEFORE  STARTING  ANOTHER. 


To  be  chewed 
before 
swallowing. 


racks  are  fitted  with  suction  cups  to 
hold  them  firmly  on  the  dispensing 
bench  or  they  may  be  fixed  vertically 
or  horizontally  onto  a  wall.  Each  rack 
measures  10|in  by  4in. 

Each  label  cassette  costs  £1  and 
the  racks  £5  each.  Unichem  will 
supply  individual  cassettes  and  racks 
to  customers'  requirements,  or  the 
complete  system  of  20  different  label 
cassettes  on  two  racks  at  £24. 

Last  year  Vestric  introduced  the 
American  Pharmex  warning  labels 
(C&D,  October  18,  1980)  but 
Unichem  say  they  decided  against 
this  system  because  they  wanted  a 
stronger  simpler  racking  method  and 
plainer  labels.  ■ 


Unfavourable  trial 
of  Seatone 

A  four-week  course  of  Seatone  is 
ineffective  in  rheumatoid  arthritis, 
according  to  workers  at  St 
Bartholomew's  Hospital,  London. 

Seatone  300mg  was  compared  with 
a  placebo  capsule,  In  a  cross-over 
study  published  in  last  week's  British 
Medical  Journal.  The  placebo  capsule 
consisted  of  dried  fish  and  had  "an 
offensive  smell  indistinguishable  from 
that  of  Seatone".  The  capsules  were 
added  to  the  patients'  existing  drug 
regimen  and  given  three  times  daily. 
Each  treatment  was  given  for  four 
weeks. 

Twenty-six  patients  completed  the 
study  and  the  pain  score,  duration  of 
morning  stiffness,  articular  index, 
proximal  interphalangeal  joint 
circumference  and  analgesic 
requirements  were  measured  at  the 
beginning  of  the  study  and  after  each 
treatment  period.  The  authors  say  there 
were  no  significant  differences  between 
Seatone  and  placebo  in  any 
measurement.  Ten  patients  preferred 
Seatone,  nine  preferred  placebo  and 
seven  had  no  preference. 

Although  several  patients  responded 
well,  this  is  due  to  a  placebo  effect,  the 
authors  conclude,  since  all  patients  had 
requested  Seatone  treatment  and  the 
response  was  similar  for  both  the 
placebo  group  and  the  Seatone  group. 
Previous  evidence  for  the  effectiveness 
of  Seatone  is  slender,  they  say,  with 
the  anti-inflammatory  activity 
demonstrated  by  New  Zealand 
workers  obtained  by  intraperitoreal 
administration  which  may  have  a 
spurious  anti-inflammatory  effect  and 
is  therefore  unreliable. 

The  effects  shown  by  'Gibson  et  ah 
in  their  trial  reported  last  year  in  the 
Practitioner  (see  C&D  February  21. 
1981)  are  described  as  slight  with  no 
statistically  significant  difference  shown 
between  placebo  and  Seatone  while  the 
study  remained  double-blind.  The 
authors  finally  conclude  that  a  four- 
week  course  of  Seatone  is  not 
worthwhile  apart  from  the  placebo 
effect. 

A  spokesman  for  McFarlane 
Laboratories  said  they  were  surprised 
that  the  research  was  published  based 
on  a  one-month  trial.  Drs  Robin  and 
Sheila  Gibson  will  shortly  reply  to  the 
criticisms  of  their  work.  ■ 

Toxic  shock  study 


The  Government's  advisory  committees 
will  be  reviewing  the  subject  of  an 
association  between  tampons  and  toxic 
shock  syndrome  during  the  next  few 
weeks,  Sir  George  Young.  Under- 
secretary for  Health,  told  Mr  Laurie 
Pavitt  in  the  Commons  on  Tuesday.  ■ 
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NEWS  ABOUT  TRMUABS! 


NCWH.n-d-h  itting  consumer  press 
campaign.  High  frequency  advertisements  in 
Sunday  People,      My  Weekly, 
Daily  Mirror,         TV  Times. 
'^ss^VVoman's  Weekly, 


BIG  BONUSTERMS- 


New 


Look  out  forTraveltabs 


now  packed  in  the  smart  new 
blister-card. 


ask  yourThomas  Guest  rep. 
for  full  details. 


New  impactful  point-of-sale 

dispenser  available  soon  from  your 
Thomas  Guest  rep.,  or  direct. 


NEW-LOOK  TRAYEUABS 

the  product  that  stops  travel  sickness  before  it  starts 

_  Sure  Shield 

Family  medicines  from  Thomas  Guest 

Thos.  Guest  &  Co.  Ltd.,  92  Carruthers  Street,  Ancoats,  Manchester,  M4  7HX 
24  hour  telephone  service:  061  205  2975  and  061  205  8998 


nurdiNl^Peacock 

The  Cash  and  Carry  Wholesalers 
Head  Office:  Bushey  Road,  Raynes  Park,  London,  SW20  0JJ 

GOOD  NEWS  FOR  TRADERS 
IN  SOUTH  WALES 

OPENING  OF  THEIR  28th  ; 

cash  Scarry  warehouse: 

at  8.30  am  on  '  WA  F|DE  TRAPERS  only. 


HOURS  OF  TRADING 

MON  8.30  am-9.00  pm 

TUES  8.30  am-5.30  pm 

WED  8.30  am-9.00  pm 

THUR  8.30  am-9.00  pm 

FRI  8.30  am-4.30  pm 

CLOSED  ALL  DAY 

SUN 

We  do  not  close  for  lunch 
Doors  close  30  minutes  before 
advertised  time  of  closing. 


MANAGER: -MR.  B.  W.  PESCOTT  ASSISTANT  MANAGER: -MR.  M.  BOND 


TELEPHONE:  CARDIFF  (0222)  757927 
BUTCHERY  SECTION  CARDIFF  (0222)  764118 

do  not  compete  with  our  customers- we  neither  own  nor  control  any  retail  shops 
We  neither  wish  nor  intend  to  serve  members  of  the  general  public 


peac 
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PEOPLE      TOPICAL  REFLECTIONS 

By  Xrayser 


Lewis  Priest  new 
NPA  chairman 

Mr  Lewis  Priest  has  been  elected 
chairman  of  the  National 
Pharmaceutical  Association.  Mr 
Marshall  Gelman  has  been  elected 
vice-chairman  and  Mr  Bob  Worby 
re-elected  treasurer. 

Mr  Priest  qualified  as  a  pharmacist 
in  1946  and  joined  the  staff  of  the 
Pharmaceutical  Society,  working  on 
the  British  Pharmaceutical  Codex  and 
later  the  Extra  Pharmacopoeia.  He 
was  appointed  secretary  of  the 
Society's  Statutory  Committee  in  1967. 
Four  years  later  he  left  to  run  his  own 
pharmacy  in  Ealing. 

He  joined  the  NPU  Executive  in 
1974  and  became  vice-chairman  of  the 
NPA's  Board  of  Management  last  year. 
He  was  a  member  of  the 
Pharmaceutical  Services  Negotiating 
Committee  1974-80,  he  is  a  member 
and  past  chairman  of  the 
Pharmaceutical  General  and  Provident 
Society's  executive  committee,  a 
member  of  the  Prescription  Pricing 
Authority  (1979-82),  and  a  member 
of  the  Committee  on  the  Review  of 
Medicines.  He  has  been  an  active 
member  of  the  Society's  Ealing 
Branch  since  1950  and  is  on  its 
committee.  ■ 

Sir  Gordon  Hobday  has  accepted  an 
invitation  to  join  the  board  of  ATV, 
but  Boots  say  this  does  not  precurse 
his  retirement  from  the  chairmanship 
of  their  company.  He  takes  up  his  post 
as  non-executive  chairman  of  ATV 
this  month, 

Mr  A.  A.  Kennett,  FPS,  retires 
as  estates  manager  of  Savory  &  Moore 
Ltd  on  May  15  after  26  years  with  the 
company.  Mr  Kennett  joined  Savory  & 
Moore  in  1954  as  manager  of  their 
branch  at  Notting  Hill  Gate.  He  was 
transferred  to  143  New  Bond  Street 
in  1962,  and  became  an  area  manager 
in  1966.  From  1968  to  1972  he  was 
general  manager  of  John  Bell  & 
Croyden,  when  he  was  appointed 
estates  manager.  During  his  time  in 
London  he  was  actively  associated  with 
the  Western  Pharmacists  Association 
and  the  West  London  Branches  of  the 
Pharmaceutical  Society  and  the  NPU. 
Mr  Kennett  served  for.  a  while  on  the 
London  pharmaceutical  committee, 
and  was  designated  a  Fellow  of  the 
Society  in  1969. 


Bastille  day 

"A  revolution  in  counter-prescribing" 
quoth  industry's  Monsieur  L'Hardisty, 
as  he  summoned  the  students  at  the 
BPSA  conference  to  his  particular 
barricade. 

C&D's  report  last  week  does  not 
say  how  many  of  the  89  student 
participants  rushed  to  his  shoulder, 
but  rumour  has  it  that  they  were 
somewhat  outnumbered  by  the 
thousands  of  retail  MPS'  manning  a 
similar  forward  barricade 
(unsponsored)  that  has  been  in  position 
from  time  immemorial. 

The  retail,  general  practice  or 
once-common  urban  and  rural 
pharmacist,  has  never  abandoned  this 
role  but  may  have  found  his  efforts 
diluted  of  necessity.  Prescription 
numbers  have  increased  dramatically 
in  recent  years  with  the  demise  of 
many  businesses  and  the  public's 
pursuit  of  health  and  happiness  via 
the  NHS.  The  fall  in  profits  from 
dispensing  has  meant  that  many 
pharmacists  have  paid  much  more 
attention  to  the  commercial  operation 
— a  trait  that  will  continue  as  Dr 
Gerard  Vaughan  continues  to  give 
the  NHS  the  kiss  of  death.  (Rumour 
has  it  that  he  thinks  it's  the  kiss  of 
life — obviously  a  case  for  a  St  John's 
Ambulance  course.) 


Back  to  roots 


The  Minister  may  nevertheless  do 
us  all  a  favour  if  he  abandons  the 
NHS  by  degree  and  ultimately  decree. 
If  private  prescriptions  were  dispensed 
in  number,  "secundum  artem"  and 
for  a  proper  professional  fee  (what 
about  it,  Pharmaceutical  Society?), 
it  would  restore  a  balance  to  the 
dispensary  lacking  for  some  decades. 
The  increase  in  script  charges  has 
already  stimulated  an  upturn  in  sales 
of  proprietary  medicines,  doubtless 


■  Chemists  and  appliance  suppliers  in 
Scotland  dispensed  34,263,000 
prescriptions  in  1980  at  a  gross  average 
cost  of  £3.24. 

■  "The  Gillette  Cup  1963  to  1980" 
(£6.95)  has  been  published  by  Queen 
Anne  Press.  Written  by  Gordon  Ross, 
Gillette's  cricket  consultant  for  the 
18  years  the  company  sponsored  the 
cup,  it  tells  the  story  of  the  players, 
and  the  great  matches,  and  includes 
behind-the-scene  insights  of  the 


re-inforced  with  judicious  counter- 
prescribing  and  the  compounding  of 
nostrums. 

The  health  food  revolution  has  all 
but  passed  pharmacy  by.  Now 
homeoepathic  medicine  and  "herbal 
medicine"  may  do  likewise,  and  the 
omission  of  either  or  both  from  the 
pharmacist's  repertoire  of  sales  is 
tragic  considering  his  distinguished 
pedigree  as  a  Chemist  and  Druggist, 
pharmacognosticist,  graduate  and  the 
like.  Perhaps  we  should  bring  back 
the  drug  drawer  and  its  magical 
aromas  and  a  little  personality  to  the 
mass-produced  face  so  often  presented 
by  pharmacists  to  the  mass-processed 
public. 

A  little  spice  would  be  welcome  in 
all  our  lives.  And  it  would  not  require 
a  television  campaign  to  promote  it 
either. 


Pinch  of  salt 


Talking  of  price  and  odours,  I  see 
we  are  now  being  offered  a  lack- 
odour  sea-creature  concoction.  Have 
you  ever  talked  to  a  green-lipped 
mussel  extract  sniffer?  (And  by  the 
way  it's  the  mussels  that  have  the 
green  lips.)  Well  I  have,  and  he  was 
not  a  pretty  sight!  Certainly  not 
before  he  took  one  of  these  rare 
pearls  from  the  sea. 

On  a  good  day,  from  the  local 
mount,  I  can  glimpse  the  sea  far  off — 
though  not  smell  it,  and  may  be 
tempted  to  back  my  retreat  to  sec  art 
with  actions.  I'm  sure  I  can  knock  up 
a  formula — my  apprentice-master 
would  never  forgive  me  if  I  funked  it 
after  all  my  experience  with 
asafoetida. 

So  wherever  you  practice,  fellow 
pharmacists,  go  down  to  the  nearest 
shore  and  you  may  be  lucky  enough 
to  spy  someone  scouring  the  foreshore 
(muscle  beach?)  for  a  shell  or  two. 
On  second  thoughts — It  won't  be  me! 


sponsors.  The  book  is  fully  illustrated. 
■  The  British  Standards  Institution 
has  recently  published  a  method  of 
test  for  accuracy  and  precision  of 
mechanical  handpipetttes  (BS  6018). 
The  method  applies  to  pipettes  of 
capacity  0.05ml  and  above  in  the 
temperature  range  16-25°C.  Copies 
(£4,  or  £2  to  BST  members)  are 
available  from  the  BSI  Sales 
Department,  101  Pentonville  Road, 
London  Nl  9ND.  ■ 
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PRESCRIPTION  SPECIALITIES 


Antihypertensive 
for  all  grades 

Wyeth  are  introducing  an  alpha- 
adrenoreceptor  blocking  agent  for  use 
in  all  grades  of  essential  hypertension. 
Baratol  (indoramin)  can  be  combined 
with  other  anti-hypertensives  and  no 
interactions  have  been  noted. 
Rebound  hypertension  has  not  been 
observed  after  withdrawal  and  reflex 
tachycardia  is  not  associated  with 
treatment  probably  because  of  a 
myocardial  membrane  stabilising  effect. 


Baratol  tablets 


Manufacturer  Wyeth  Laboratories, 
Huntercombe  Lane  South,  Taplow, 
Maidenhead,  Berks  SL6  OPH 
Description  Blue,  film-coated  tablets, 
8mm  in  diameter,  marked  "Wyeth"  on 
one  face  and  "25"  with  a  break  bar  on 
the  other,  each  containing  indoramin 
hydrochloride  equivalent  to  25mg 
indoramin  base.  Green,  film-coated 
tablets,  9.5mm  in  diameter,  marked 
"Wyeth"  and  "50"  with  a  break  bar, 
each  containing  equivalent  to  50mg 
'indoramin  base 

Indications  Treatment  of  all  grades  of 
essential  hypertension 
Dosage  Initially  25mg  twice  daily  for 
all  patients,  increasing  by  25mg  Or 
50mg  every  two  weeks  until  blood 
pressure  is  controlled,  to  a  maximum 
of  200mg  daily  in  two  or  three  divided 
doses.  Where  unequal  doses  are  used, 
the^  largest  should  be  given  at  night  to 
avoid  daytime  sedation. 

The  anti-hypertensive  effect  is 
enhanced  by  concomitant 
administration  of  a  thiazide  diuretic  or 
a  beta-adrenoreceptor  blocker.  Control 
of  most  cases  of  mild  and  moderate 
hypertension  should  be  achieved  by 
adding  Baratol  to  the  regimen  of  a 
patient  already  under  treatment  with  a 
thiazide  diuretic.  In  many  cases  of 
severe  hypertension  a  combination  of 
Baratol,  a  thiazide  diuretic  and  a 
beta-adrenoreceptor  blocking  drug  is 
effective 

Contraindications  Established  heart 
failure,  and  administration  of  MAOIs 
Precautions  Drowsiness  is  sometimes 
seen  in  the  initial  treatment  stages  and 
patients  should  be  warned  against 
driving  or  operating  machinery  if  it 
occurs.  Incipient  cardiac  failure  should 
first  be  controlled  with  diuretics  and 
digitalis.  Caution  should  be  observed 
in  patients  with  hepatic  or  renal 


insufficiency  or  Parkinson's  disease. 
Should  not  be  prescribed  in  pregnancy 
unless  considered  essential 
Side  effects  Sedation  may  occur — this 
is  rarely  intolerable  and  usually 
overcome  by  a  modest  reduction  in 
dosage.  Less  commonly,  dry  mouth, 
nasal  congestion,  weight  gain, 
dizziness,  failure  of  ejaculation  and 
depression  have  been  noted 
Packs  100  tablets  (25mg  £11;  50mg 
£19.50  trade) 

Supply  restrictions  Prescription  only 
Issued  May  1981  ■ 


Isoket  retard 


Manufacturer  Sanol  Schwarz 
Pharmaceuticals  Ltd,  The  Limes, 
130  High  Street,  Chesham,  Bucks 
HP5  1EF 

Description  Circular  yellow  scored 
tablets  each  containing  isosorbide 
dinitrate  20mg  in  a  sustained-release 
formulation 

Indications  Prevention  of  anginal 
attacks 

Dosage  Usual  dose  for  long-term 
treatment  is  one  tablet  every  12  hours 
swallowed  whole.  Up  to  four  tablets 
daily  may  be  taken  if  necessary.  For 
controlling  an  anginal  attack,  half  a 
tablet  should  be  chewed  and  left  to 
dissolve  in  the  mouth 
Contraindications  Sensfltivity  to 
isosorbide  dinitrate,  severe  hypotension 
Precautions  Should  not  be  used  in 
pregnancy  unless  considered  essential. 
Alcohol  intake  may  enhance  the  effect 
and  induce  hypotension 
Side  effects  Headaches  may  develop 
and  can  be  minimised  by  commencing 
with  low  gradually  increasing  doses. 
Cutaneous  vasodilation,  postural 
hypotension  and  dry  rashes  may  occur 
Packs  60  tablets  (£3.98  trade) 
Supply  restrictions  Pharmacy  only 
Issued  May  1981  ■ 


Diarrest  liquid 


Manufacturer  Galen  Ltd,  19  Lower 
Seagoe  Industrial  Estate,  Portadown, 
Craigavon,  co  Armagh  BT63  5QD 
Description  Clear  straw  coloured 
liquid.  Each  5ml  dose  contains  sodium 
citrate  50mg,  codeine  phosphate  5mg, 
dicyclomine  hydrochloride  2.5mg, 
potassium  chloride  40  mg,  sodium 
chloride  50mg 

Indications  An  antidiarrhoeal- 
antispasmod'ic  with  electrolytes, 
indicated  for  the  treatment  of  non- 
specific diarrhoeas  and  recommended  to 


assist  the  maintenance  of  potassium  and 
sodium  electrolyte  levels 
Dosage  Adult  dose  is  20ml  four  times 
daily  with  water.  For  children  a 
four  times  daily  dosage  is 
recommended:  4-5  years,  5ml;  6-9, 
10ml;  10-13,  15ml;  and  over  13  years — 
as  for  an  adult 

Contraindications,  side  effects 

As  for  other  preparations  containing 
dicyclomine  or  codeine 
Precautions  When  treating 
gastroenteritis  in  children,  adequate 
hydration  is  important  and  a  more 
specific  treatment  may  be  required 
Packs  200ml  (£3.12  trade) 
Supply  restrictions  Prescription  only 
Issued  May  1,  1981  ■ 


Evans  propranolol 


Evans  are  introducing  a  range  of 
propranolol  tablets.  Trade  prices  are 
as  follows:  lOmg  (500  £5.75);  40mg 
(500  £14,  1,000  £27);  80mg  (500  £20.50) 
and  160mg  (100  £8.25,  250  £20). 
The  tablets  are  pink,  film-coated,  with 
the  Evans  logo  engraved  on  one  side 
and  the  strength  (in  large  numbers) 
and  code  number  together  with  a 
breakline  on  the  reverse.  The  code 
number  is  the  same  as  that  shown  in 
the  Evans  price  list.  Evans  Medical 
Ltd,  Greenford  Road  Greenford, 
Middlesex  UB6  0HE.  ■ 


Tenuate  tablets 


Merrell  are  discontinuing  Tenuate 
tablets  25mg.  Pharmacists  should  use 
up  their  present  stocks  as  these  will 
not  be  accepted  back  for  credit. 
Tenuate  Dospan  will  continue  to  be 
available.  Merrell  Pharmaceuticals  Ltd, 
Pimbo  Road,  Skelmersdale,  Lanes.  ■ 


Squibb  changes 


Squibb  have  introduced  an  0.5ml 
ampoule  of  Modecate  concentrate 
injection  (lOOmg/ml)  available  in 
packs  of  ten  (£44.22  trade). 

They  have  also  amended  the 
formulations  of  the  two  strengths  of 
Velosef  syrup  to  improve  the 
acceptability.  The  125mg/5ml  strength 
now  has  a  stronger  orange  flavour  and 
slightly  deeper  colour  while  the 
250mg/5ml  strength  has  a  Tutti-Frutti 
flavour  and  is  coloured  red  (previously 
milky-white).  E.  R.  Squibb  &  Sons  Ltd, 
Reeds  Lane,  Moreton,  Wirral, 
Mersey  side  L46  1QW.  ■ 
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COUNTERPOINTS 


Money-back  guarantee  on 
new  Scholl  sandal  range 


Soft-step  sandals  have  been  launched 
by  Scholl — and  are  claimed  to  be  the 
first-ever  footwear  with  a  money-back 
comfort  guarantee.  The  new  range  is: 
"the  most  significant  footwear 
development  since  the  launch  of 
exercise  sandals  21  years  ago,"  they 
say. 

Soft-step  sandals  have  a  light  and 
flexible  contoured  base  of  polyurethane 
containing  millions  of  airbubbles  to 
cushion  each  step.  If  the  sandals  are 
not  the  most  comfortable  the  customer 
has  ever  worn,  she  may  return  them  to 
Scholl  within  10  days  for  a  full 
refund. 

Soft-step  sandals  are  being  launched 
in  Harlech,  Midlands  and  Anglia  with 
television  advertising  starting  in  early 
May  and  continuing  until  mid- June. 

Extensive  research  prior  to  the 
launch,  says  the  company,  has  given 
them  good  reason  to  be  optimistic 
about  the  new  range.  All  respondents 
found  Soft-step  sandals  very 
comfortable;  81  per  cent  considered 
them  to  be  modern  and  fashionable; 
and  58  per  cent  of  current  non-users  of 
Scholl  sandals  said  they  would  be  likely 
to  buy  a  pair. 

The  target  group  for  the  range  is 
women  aged  between  25  and  55  for 
whom  comfort  is  a  major  motivation 
in  buying  footwear.  There  are  six 
styles,  three  with  ankle  straps.  All  have 
fashionable  uppers  in  soft  leather 
with  colours  ranging  from  beige  to 
powder  blue  and  claret.  The  sandals 
will  retail  from  £14.99  to  £16.99 
depending  on  style,  in  sizes  3  to  7. 

The  range  is  available  from  Scholl 
representatives  in  two  parcels, 
containing  36  and  54  pairs,  and  are 
being  delivered  to  pharmacies  from 
May  1  with  a  free  stand.  Terms  are 
the  same  as  those  available  on  the 
existing  range  for  forward  delivery; 
5  per  cent  on  60  pairs  and  10  per  cent 
on  100  pairs  with  extended  credit  to 
July  17. 

The  stand  holds  36  pairs  of  sandals 
within  a  yellow  tubular  steel  frame, 
four  facings  wide  (5ft  9in  high, 
3ft  2in  wide  and  1ft  7in  deep)  with 
individual  pockets  that  take  a  display 
box  end-on. 

Mr  Mike  Steinle,  SchoH's  new 
sales  and  marketing  divisional  manager, 
says  the  sandals  have  been  well 
received  by  the  pharmacist.  "His 
response  to  the  product  concept  and 
our  advertising  support  for  it  has  been 


very  good.  The  pharmacist  is  aware 
that  competing  sandal  ranges  have  not 
always  enjoyed  similar  support." 

Boots  and  Woolworth  are  stocking 
the  range  and  Mr  Steinle  anticipates 
that  most  local  and  national 
pharmaceutical  wholesalers  will  stock 
Soft-step  for  repeat  orders.  Scholl 
(UK)  Ltd,  182-204  St  John  Street, 
London  EC  IP  1DM.  '■ 


Stock  up  now  with 

OPAZIMES 

Soon,  everyone  will  be  asking  for  OPAZIMES,  Kaolin  and  Morphine  in 
tablet  form. 

Because  OPAZIMES  are  so  easy  to  slip  into  a  holiday  bag,  or  keep  in  the 
medicine  cabinet. 

And  because  OPAZIMES  are  backed  by  a  big  national  advertising 
campaign. 

So  ask  your  Wigglesworth  Representative  about  the  OPAZIMES  special 
bonus! 


control  gastr.c 


AWiH°care 


WIGGLESWORTH  LIMITED 

Westhoughton  Bolton  BL5  3SL.  Telephone:  0942  811567 

A  MEMBER  OF  THE  WILLOWS  FRANCIS  GROUP 
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Dietvite  meal  replacement  'Summer  special' 

launched  by  Beecham  from  Peaudouce 


A  meal  replacement  product  is  to  be 
distributed  by  Beecham  Proprietary 
Medicines.  Manufactured  by  Formula 
Dietary  Foods  Ltd,  Dietvite  is  a 
powder  based  product  to  which  water 
is  added.  It  comes  in  two  flavours, 
chocolate  and  vanilla,  featuring  extra 
fibre,  vitamins,  and  protein  yet 
containing  only  150  calories  per  meal. 
Each  pack  contains  free  bran  biscs 
to  be  nibbled  between  meals.  By  using 
the  Dietvite  7-day  diet  plan,  slimmers, 
it  is  claimed,  can  lose  up  to  lOlbs. 

Dietvite  comes  in  two  pack  sizes 
— the  extra  Dietvite  pack  is  a  complete 
7-day  diet  plan  containing  12  sachets 
of  one  flavour,  a  pack  of  bran  biscs, 
and  a  diet  sheet  (£3. 75). There  is  also 
the  regular  Dietvite  pack  (£1.95) 
containing  six  sachets,  three  of  each 
flavour.  "This  will  allow  those  slimmers 
Who  are  not  looking  for  a  7-day  crash 
programme  to  follow  their  diet  for  a 
longer  period  of  time,  by  replacing 
only  one  meal  a  day  with  Dietvite." 

Advertising  support 

To  support  the  launch  there  will 
be  a  £350,000  advertising  campaign  in 
both  the  national  Press  and  on  all 
television  networks,  commencing 
May  21.  POS  aids  available  include  a 
pre-packed  floor  merchandiser  and 
shelf  edgers. 

Commenting  on  the  new 
introduction,  Peter  Lipscomb,  general 
manager  of  Beecham  Proprietary 
Medicines  anticipates  "substantial 
growth  from  the  meal  replacement 
market  in  1981,  as  a  result  of  new 
product  introductions  and  heavy 
advertising  support. 

"The  market  is  already  very  active 
and  has  shown  considerable  movement 
since  early  March.  These  are  ideal 
conditions  for  the  launch  of  a  new 
brand."  Beecham  Proprietary 
Medicines,  Beecham  House,  Great 
West  Road,  Brentford,  Middx 
TW8  9BD.  ■ 


May  offers 
from  ICML 


ICML  offer  consumer  savings  on  the 
following  NPA  products  during  May: 
Nusoft  baby  wipes,  Nuhome  fabric 
conditioner,  250g  nursery  wool,  snap  on 
pants  Nusoft  bubble  bath,  Hanx, 


Nusoft  shampoos,  pull  on  baby  pants, 
three  packs  (banded)  of  Nusoft  3  ply 
pocket  hankies,  lOOg  nursery  wool, 
Nusoft  50s,  Sunpure  full  sugar  fruit 
drinks,  Nusoft  disposable  nappies, 
Nuhome  washing  up  liquid  and  floor 
and  wall  cleaner,  Nusoft  50g  nursery 
wool,  rose  hip  syrup,  orange 
concentrate,  cotton  buds,  Nuhome 
aluminium  foil,  Nuhome  cream 
cleanser,  Nucross  glucose,  Nuhome 
disinfectant  and  Nuhome  bleach. 

In  addition,  a  free-sample  pack  of 
Milupa  Infant  Food,  valued  at  13p,  is 
given  with  every  pack  of  Nusoft  nappy 
liners  bought,  plus  a  bonus. 

For  member  chemists  increased 
profit  margins  and  good  case  bonuses 
are  available  on  all  these  lines. 
Independent  Chemists  Marketing  Ltd, 
51  Boreham  Road,  Warminster, 
Wilts.  ■ 


Seatone  extra 


McFarlane  Laboratories  are 
introducing  super  strength  Seatone 
capsules,  which  they  claim  are  the 
highest  strength  pure  mussel  extract 
capsules  available  in  the  UK. 

Each  capsule  provides  350mg 
mussel  extract  and  thereby  reduces  the 
number  of  capsules  to  be  taken  daily 
to  a  maximum  of  three.  They  are 
blister  packed  and  retail  at  £3.95  for 
a  pack  of  48. 

The  launch  is  being  supported  by 
full  page  colour  advertisements  in 
health  and  general  interest  magazines, 
and  a  trade  promotion  includes  an 
offer  of  one  free  case  of  10  packs  for 
every  three  cases  ordered.  McFarlane 
Laboratories  (UK)  Ltd,  11th  Floor, 
New  Zealand  House,  Haymarket, 
London  'SW1 Y  4TE.  ■ 


A  "Summer  special"  from  Peaudouce 
is  the  introduction,  for  as  long  as 
stocks  last,  of  a  printed  Babyslip  which 
has  the  same  construction  and  price 
as  the  standard  Babyslip  but  is  printed 
in  a  blue  and  pink  design. 

Available  in  boxes  with  handles 
to  facilitate  carrying,  the  printed 
Peaudouce  Babyslips  sizes  are: 
newborn,  green  box,  20  Babyslips; 
medium,  pink  box,  16  Babyslips;  large, 
orange  box,  14  Babyslips;  maxi, 
mauve  box,  12  Babyslips.  Peaudouce 
(UK)  Ltd,  827  High  Road,  London 
N12.  Distributors  Sterling  Health,  St 
Marks  Hill,  Surbiton,  Surrey.  ■ 


Roche  vitamins 


Roche  are  replacing  the  500  pack  of 
Becosym  forte  tablets  with  a  250  pack 
(£6.05);  the  100  and  500  packs  of 
Benerva  compound  tablets  with  a 
200  pack  (£1),  and  the  20  and  100 
packs  of  Ephynal  tablets  200mg  with  a 
50  pack  (£4.12).  Roche  Products  Ltd, 
Broadwater  Road,  Welwyn  Garden 
City,  Herts  AL7  3 AY,  ■ 


From  May  18,  May  &  Baker  are  mounting 
a  "major  magazine  advertising 
campaign,"  initially  for  Anthisan.  The 
campaign,  which  is  part  of  a  £470,000 
budget  to  support  the  relaunch  of 
Anthisan,  Brulidene  and  Brolene,  will 
run  in  women's,  parents,  home  and 
specialist  magazines  until  September. 
A  range  of  POS  aids  in  support  of  the 
relaunch  have  also  been  introduced 
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"Numeric  training  has 
helped  us  all  become 
more  efficient." 


says  David  Richardson,  MPS  of  Dundee. 


"Let's  face  it,  training  is  a  job  for  the  specialist  and  most  of  us 
already  have  our  hands  full  managing  the  business. 

That's  why  the  Numark  Mobile  Training  unit  is  such  a  good  idea. 
It's  unique  and  it's  only  available  to  Numark  Chemists.  What  it  means 
is  that  your  staff  can  get  expert  training  near  at  hand,  without  having 
to  travel  long  distances  or  be  away  from  the  shop  for  days. 

The  unit  has  all  the  latest  audio-visual  equipment  and  a  new 
range  of  programmes  now  specially  devised  for  Numark  Chemists. 
They  cover  all  sorts  of  topics  from  customer  relations  to  stock 
control. 

Management  training  isn't  forgotten  either.  There  are  special 
programmes  on  legislation  and  staff  instruction. 

In  fact,  I  can  say  that  we  all  benefited  from  the  training  sessions. 
And  the  shop  runs  more  smoothly  and  efficiently  as  a  result." 

For  more  information  on  the  benefits  of  being  a  Numark  member,  contact 
your  local  Numark  wholesaler  or  Charles  Morris-Cox  at 

Numark  Central  Office,  51  Boreham  Road,  Warminster,  Wilts.  Tel:  0985-215555. 


NUMARK 

JCHEMIST^ 
The  helping  hand  to  make  your  business  grow. 
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Lilia- White  enter  all-in-one 
disposable  nappy  market 


Lilia-White  are  entering  the  all-in-one 
disposable  nappy  market  with 
Cheekies.  Available  in  three  sizes 
— newborn  20s,  super  daytime  16s  and 
toddlers  12s  the  company  says  it 
will  offer  the  consumer  a  high  quality 
product  backed  by  the  Dr  White's 
name.  No  prices  are  yet  available. 

Lilia  claim  that  Cheekies  will  show 
at  least  a  10  per  cent  saving  to  the 
consumer  compared  with  other  brands, 
that  consumer  awareness  is  high  and 
all-in-one  disposables  are  used  in 
"approximately  18  per  cent  of  all 


nappy  changes.  Lilia-White  Ltd, 
Alum  Rock  Road,  Birmingham 
B8  3'DZ.  ■ 


Colourcare  print 
promotion 

During  May,  Colourcare  dealers  can 
offer  their  customers  the  opportunity 
to  have  enlargements,  from  colour 
negatives,  of  their  favourite 
photographs,  either  free  or  at  half 
price. 

Vouchers,  which  are  valid  until 


ON  TV 
NEXT  WEEK 

Ln    London      WW  Wales  &  West      We  Westward 


M  Midlands  So  South 

Lc  Lanes       NE  North-east 

Y  Yorkshire  A  Anglia 

Sc  Scotland    U  Ulster 

Alka  Seltzer: 
Anadin: 
Bic  razors: 
Bristows  shampoo: 
Colgate  Dental  Cream: 
Compound  W: 
Denim  body  spray: 


B  Border 

G  Grampian 

E  Fireann 

CI  Channel  Is 

Ln,  So,  Sc 
All  areas 
Ln,  M,  Lc 
All  areas 
All  areas 
M,  Y,  NE 
All  areas 

Germolene  ointment:  All  except  A,  B,  E 
Hermesetas  Sprinkle  Sweet:  Ln 
Oil  of  Ulay:  All  except  E 

Paddi  Cosifits:  All  areas 

Palmolive  soap: 

Ln,  M,  Lc,  Y,  Sc,  WW,  NE,  G 
Raintree  skin  range:  Y 
Scholl  Air-pillo  insoles: 

Lc,  Y,  Sc,  NE,  U,  B 
Sweetex:  All  areas 

Topex:  Ln 
Vosene  shampoo:  All  areas 

Wella  conditioners:  All  areas 


June  30,  will  be  included  with  all 
returned  d&p  orders  during  May.  With 
these  vouchers  customers  can  get:  one 
voucher — half  price  5  X  7  in 
enlargement;  two  vouchers — free 
5  X  7  in  enlargement;  or  half-price 
10  X  8  in  enlargement;  four  vouchers 
— free  10  X  8  in  enlargement. 

Keith  Harris,  sales  director,  says 
that  the  reasons  for  this  promotion  are 
twofold:  "Firstly,  we  want  people  to  be 
aware  of  the  fact  that  enlargements  are 
available  through  our  dealers,  while  at 
the  same  time  highlighting  the  all- 
important  back-up  provided  by  our 
network  of  labs."  United  Photographic 
Laboratories  Ltd,  Long  Close, 
Down  ton,  Wilts,  SP5  3HS.  ■ 


Promotional  activity 
from  British  Tissues 

Dixcel  facial  tissues  are  now  in  the 
second  phase  of  the  1981  consumer 
promotional  programme.  Consumers 
are  offered  a  Supersoft  haircare 
package  worth  over  50p,  free,  in  return 
for  two  proofs  of  purchase.  Flashed 
packs  of  Dixcel  Mansize  and  Dixcel 
Family  tissues  will  be  in  store  during 
May  and  June. 

British  Tissues  are  also  offering 
20  sheets  free  of  kitchen  towel  in  their 
latest  promotion  for  Dixcel  Checks. 
The  offer  will  be  in  store  throughout 
May  and  will  be  available  across  all 
five  colours  of  Checks. 

Checks,  says  the  company,  are 
being  heavily  promoted  throughout 
1981,  both  on  television  and  with  a 
series  of  on-pack  consumer  promotions. 

British  Tissues  believe  that  "Unlike 
many  other  product  fields  the  combined 
consumption  of  toilet  tissue,  facials 
and  kitchen  towels  in  the  period 
1974-1980  has  increased  regularly 
year  by  year,  with  volume  growth  in 
the  past  three  years  averaging  close  to 
five  per  cent  per  annum,  with  growth 
in  1980,  a  year  of  recession,  still  up 
2  per  cent  on  1979. 

"At  rsp,  1980  sales  were  £336m 
(toilet  tissue  £224m,  facial  £70m  and 
kitchen  £42m)  an  increase  of  26  per 
cent  over  1979."  British  Tissues  Ltd, 
101  Whitby  Road,  Slough,  Berks 
SL1  SDT.  ■ 


Homyped  re-enter 
UK  market 

The  manufacturers  of  the  Homyped 
brand  of  exercise  footwear  have 
announced  the  formation  of  their  own 
company  in  the  UK.  Based  in 
Winchester,  the  new  company  will 
handle  all  aspects  of  distribution,  and 
trade  under  the  title  Hesi-shoe  (UK) 
Ltd. 

The  small  range  will  be  exclusive 
to  the  chemist  and  is  available  for 
immediate  delivery.  It  consists  of  two 
basic  packages  containing  five  styles 
in  sizes  3-7  each — a  standard  range 
designed  for  about-the-house  wear  and 
available  throughout  the  year,  plus  a 
spring-summer  range  of  exercise 
sandals  with  a  fashion  emphasis. 

Each  package  contains  32  pairs 
and  the  first  500  customers  will  receive 
an  increased  profit  margin,  which  is 
also  available  on  repeat  orders  with 


60  days  credit  for  settlement.  Selling 
prices  are  competitive  and  range  from 
£5.99  for  the  flat  wooden  exercise 
sandal  to  £14.99  for  the  more  fashion 
orientated  models. 

Display  pieces  for  the  counter  and 
free  standing  floor  units  are  available 
to  suit  individual  store  needs  and 
window  display  material  will 
accompany  all  deliveries.  Hesi-shoe 
(UK)  Limited,  125  Downs  Road, 
South  Wonston,  Winchester 
S021  SEE.  ■ 
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\fchys  new  depilatory 

will  safely  maintain  the  good 
chemistry  between  us. 


As  a  chemist  you  know  that  cream  depilatories  are  the  most 
effective  way  of  removing  unwanted  hair. 

But  you  also  know  they  can  have  many  drawbacks,  too. 

They  can  be  messy,  slow  and  have  an  unpleasant  odour.  And 
worse  still,  they  can  cause  skin  irritations. 

As  a  consequence,  the  chemists  of  Vichy  have  applied  all  their 
skin  care  expertise  into  formulating  a  new  answer  to  the  problems. 

Their  new  Fast  Acting  Hair  Remover  Cream  is  easy  to  apply 
and  works  in  a  mere  34  minutes. 

It  contains  a  pleasant  non- irritant  perfume, 
as  well  as  a  lanolin  derivative  to  leave  the  skin  soft 
and  supple. 

And  it  is  so  safe  you  can  confidently  recom- 
mend it  for  use  on  the  face  as  well  as  on  the  body. 

In  short,  new  Fast  Acting  Hair  Remover 
Cream  is  likely  to  find  a  ready  welcome  with 
women  previously  put  off  by  depilatories,  as  well 
as  existing  users  of  them. 

And  because  it  will  be  sold  only  through 
chemists,  will  further  enhance  the  special  relation- 
ship between  us. 


EPILATION 
RAPIDE 

VICHY 

FAST  ACTING 
HAIR  REMOVER 

Creme  douce, 
parfumee 
Gentle, 
perfumed  cream 
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VTCHYsKIN  C  ARE 

At  your  chemist. 

Vichy  (UK)  Limited,  Ashville  Trading  Estate,  Nuffield  Way,  Abingdon,  Oxon.  OX14  lTJ.  Tel.  Abingdon  26747. 


Scaled-down  reproduction  of  the  half-page  4-colour  Rose's  Diabetic  Squashes  advertisement  which  is  appearing 
throughout  most  of  the  year  in  'Balance'  magazine,  the  official  journal  of  the  British  Diabetic  Association. 
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Til-lets 

EBSBQS4 


LU-ktS  -  THE  BRAND 
LEADER  WITH  THE  YOUNG 


The  Tampon  market  has 
seen  considerable  activity  in 
the  past  year  with  the  introduc- 
tion of  one  new  applicator 
brand  nationally  and  another 
in  test  market.  Tampon  volume 
sales  increased  by  8.5%  in 
1980,  and  the  market  is  now 
worth  over  £31  million. 

"Dynamic  Market" 

It  represents  a  dynamic  market 
and  Lil-lets  is  already  the  undisputed 
brand  leader  in  the  key  under-20 
year  old  category.  "Our  share  is 
already  one  third  higher  amongst 
young  users  than  Tampax"  reports 
Product  Group  Controller,  Philip 
Barnes.  "We  have  achieved  this 
leadership  for  Lil-lets  in  the  young 
sector  through  emphasising  the 
product's  modernity,  its  freedom 
and  ease  of  use". 

"Competition  Recognise 
Lil-  lets  Success" 

Now,  the  other  major  tampon 
manufacturer  has  recognised  Lil- 
lets  success  by  launching  their  own 
non-applicator  brand.  "We  at  Lilia- 
White  applaud  Tampax'  recognition 
of  the  ultimate  consumer  appeal  of 
non-applicator  tampons  like  Lil-lets. 
However,  we  are  confident  that  con- 
sumers will  find  Lil-lets  is  still  the 
best  performing  tampon  of  the 
choices  now  available.  Lil-lets 
already  enjoys  the  highest  brand 
loyalty  of  any  towel  or  tampon  in  the 


market.  And,  in  the  words  of  Tam- 
pax' Marketing  Director,  "Lil-lets 
comes  over  as  a  very  young,  high 
fashion  product". 

"These  factors  combine  to  leave 
no  doubt  that  Lil-lets  will  continue  to 
make  rapid  progress  in  the  tampon 
market",  concluded  Philip  Barnes. 


Major  Support  for 
Lil-lets  in  1981 

Lilia-White  now  announce 
major  consumer  advertising 
and  promotional  support  for 
Lil-lets  in  1981,  which  is  sum- 
marised in  this  issue  of  Lilia- 
White  News. 


LihletS  ■  26  years  on,  product 
quality  &  materials  unchanged! 


Lil-lets'  success  has  been 
built  on  a  constant  product 
quality  in  the  26  years  it  has 
been  on  the  U.K.  market. 
"We  use  the  same  mixture  of 
cotton  and  rayon  in  the  tam- 
pon as  when  we  started", 
commented  Philip  Barnes. 
"This  fact  has  always  been 
invaluable  re-assurance  to 
our  consumers  of  the 
quality  of  Lil-lets.  The 
materials  used  in  Lil-lets 
meet  purity  standards  laid 
down  in  the  British  Phar- 
macopeia. We  have  never 
found  it  necessary  or 
desirable  to  "improve"  Lil- 
lets  by  adding  deodorants 
or  super-absorbers". 


1.  Four  absorbencies. 

2.  Dome    tipping  for 
maximum  comfort. 

3.  Complete  widthways 
expansion  to  provide  all- 
round  protection. 


4.  Cotton    and  rayon- 
mixture  -  B.P.C.  appro- 
ved. 

5.  No  deodorants 

or  super-absorbers. 


At  last  Tampax  recognise  the 
advantages  of  digital  method 


Tampax  are  breaking  new  ground  for 
themselves  by  introducing  a  non-applicator 
product.  Whilst  this  is  the  first  time  in  recent 
years  that  there  has  been  a  major  alternative 
digital  tampon  to  Lil-lets,  Lilia-White  believe 
that  Lil-lets  is  still  the  most  secure  and  safe 
tampon  available. 

Lil-lets  unique  widthways  expansion 

Philip  Barnes  stressed  the  benefits  that  Lil-lets  of- 
fers, "Our  unique  widthways  expansion  means  vir- 
tually no  risk  of  leakage  and  provides  maximum 
comfort.  The  new  Tampax  product  acts  in  a  similar 
way  to  their  applicator  tampon  and  therefore,  in  our 
view,  is  not  as  efficient  a  product  as  Lil-lets.  Our 
research  indicates  that  widthways,  not  lengthways, 
expansion  makes  the  best  tampon.  This  is  the  basis 
of  Lil-lets  success. 

Tampax  point  out  that  their  new  brand  is  not  a  'me 
too'  product.  We  are  delighted  that  they  do  not  claim 
to  offer  the  same  benefits  as  Lil-lets". 

There's  nothing     T  '1  I  t 
to  compare  with  L^Li'Lcio 


Massive  promotional  & 
advertising  campaign  for 

Lil-lets 


EXTRA  VALUE  PACK 

During  April  deliveries  of  Lil-lets  20's  will  include 
two  extra  tampons  free.  Therefore  each  pack  will 
contain  22  tampons  or  10  PERCENT  EXTRA 
PRODUCT  FREE.  Commenting  on  the  appeal  of 
this  promotion,  General  Sales  Manager,  Tony 
Patrick  said,  "Extra  value  packs  have  proved  very 
popular  in  the  past  year  and  we  have  enjoyed 
tremendous  success  with  them,  for  our  towel  brands 
and  Lil-lets.  We  are  not  limiting  quantities  of  this 
pack  to  any  particular  sector  of  the  trade  so 
everybody  will  have  an  equal  opportunity  to  stock  up 
and  enjoy  the  benefits  of  extra  sales". 

This  is  just  part  of  the  consumer  promo- 
tion. There  is  also  a  major  coupon  offer, 
details  of  which  are  covered  below. 


'KEY  SAVINGS' ■  £1  WORTH 
OF  COUPONS  offer! 


An  offer  of  £1  worth  of  coupons  on  Lil-lets  will  be 
featured  in  national  press  advertisements  and  on 
point  of  sale  leaflets  during  this  coming  month.  Con- 


sumers simply  send  in  either  two  pack  fronts  from  Lil- 
lets  with  the  point  of  sale  leaflet,  or  one  pack  front 
from  Lil-lets  and  a  coupon  cut  from  a  national  press 
advertisement  and  in  return  receive  a  booklet  con- 
taining 5  x  20p  off  next  purchase  coupons,  giving  a 
total  saving  of  £1  on  consumers'  next  5  purchases  of 
Lil-lets. 

Strongest  ever  offer  with  media  support 

Oudining  details  of  the  scheme  to  the  Lilia- White 
sales  force,  General  Sales  Manager,  Tony  Patrick 
said,  "We  believe  this  is  the  strongest  coupon  cam- 
paign ever  run  in  the  sanpro  market  and  we  expect  an 
enormous  response.  Advertisements  featuring  the 
offer  will  be  appearing  in  major  national  dailies  like 
The  Sun  and  Daily  Mail.  Publicity  for  the  offer, 
through  the  press  and  in-store  leaflets,  will  reach 
three  quarters  of  all  sanpro  users  and  amounts  to 
massive  support  for  the  promotion.  Loyal  Lil-lets 
users  will  be  redeeming  their  20p  coupons  in  large 
numbers  this  Spring  and  Summer,  so  our  message 
to  the  trade  is  "make  sure  your  Lil-lets  fixture  is  pro- 
perly stocked  with  all  four  absorbencies  to  take  full 
advantage  of  the  rush"  concluded  Tony  Patrick. 


Lil-letS  release  £1 V2  million 
on  brand's  biggest  ever 

campaign 


Lil-lets  will  be  supported 
throughout  1981  by  advertising  in 
the  women's  press  with  particular 
emphasis  on  publications  popular 
with  younger  users.  The  dramatic 
and  original  "Small  Key  to 
Freedom"  campaign  will  be  used  for 
a  second  year.  Research  shows  that 
the  ball  and  chain  device  scores  very 
highly  on  impact  and  recall.  In  all, 
there  will  be  over  200  colour  spreads 
and  pages  appearing  for  Lil-lets  this 
year. 

New  Development  - 
Radio  Advertising 

In  addition  to  the  press  campaign , 
a  new  radio  campaign  will  break  for 
Lil-lets  on  Radio  Luxembourg  in 
May.  This  will  use  60  second  spots 
with  particular  appeal  to  young 
users. 


The  Key  to  Freedom  advertising  campaign  is  your  key  to  increased  sales 


WHY  YOUR  CUSTOMERS  WILL 
ALWAYS  DEMAND  Lil-letS ! 

1.  Its  users  are  the  most  loyal  in  the  Sanpro  market. 

2.  Its  product  quality  and  performance  is  second  to 
none. 

3.  It  has  the  best  consumer  offers  available  in  the 
market. 

4.  It  has  an  absorbency  to  suit  everyone's 
requirements. 

5.  It's  from  Lilia-White,  Britain's  leading  Sanpro 
company. 


This  is  the  remarkable  new  tampon  from  Tampax. 
Its  called  Tampets. 

We're  so  confident  about  it,  we  gave  it  to  women  who 
faithfully  use  the  other  non- applicator  brand. 

And  in  monitored  trials,  over  65%  of  them  said  they 
preferred  new  Tampets. 

Its  a  long  time  since  any  product  was  launched  with 
such  a  promising  future. 

This  new  non- applicator  tampon  uses  the  same 
method  of  expansion  that's  made  Tampax  the  most  successful 
brand  in  the  world. 

It  expands  three  ways,  not  just  width  ways,  so  it  fits 
any  woman's  shape  perfectly. 

And  that  makes  it  a  lot  more  comfortable. 

Another  piece  of  good  news  is  that  Tampets  are  small 
enough  for  even  the  youngest  girls  to  use. 

And  yet  absorbent  enough  for  any  woman  to  trust. 

So  they're  perfect  for  everyone  who  prefers  a  tampon. 
And  more  women  are  moving  over  to  tampons  all  the  time. 

A  trend  that  will  grow  even  faster  because 
we're  just  about  to  put  £550,000  behind  Tampets 
in  six  months.  It's  by  far  the  biggest  sanpro 
launch  ever. 

All  you  have  to  do  is  give  Tampets 


TAMPAX  LIMITED.  DUNSBURY  WAY.  HAVANT.  HAMPSHIRE  P09  5DG 


WJmi 


Binky  is  a  great  favourite  in  the  States  and  one  of 
the  biggest  sellers.  Now  it's  here  to  join  the  Nursery  range. 

The  big  Binky  soother  is  a  natural  addition  to  the 
popular  Flexiring  safety  soother,  Orthodontic,  Rattle 
and  Hushmaster  all  rubber  soothers  from  Britain's  brand 
leaders  Lewis  Woolf. 

Binky  has  all  the  feat- 
ures mothers  are  looking  for. 

A  smooth  surface  in  a 
range  of  fresh  bright  colours. 


An  extra  wide  ventilated  shield  for  greater  safety 
Strong  and  flexible.  A  true  premium  product  which  will 
give  you  maximum  return. 

Binky  and  the  whole  range  carry  the  important  kite 
mark  symbol  of  quality  assurance. 

Boosted  by  Lewis  Woolf's  1981  full  colour  consumer 
advertising  which  will  achieve  over  6  million  reader 
impacts  amongst  mothers  with  babies  up  to  4  years  old. 

And  as  befits  a  bright  new  product  there's  equally 
distinctive  packaging. 

Talk  to  your  normal  wholesaler  or  contact 
Lewis  Woolf  direct. 


byGriptight 


THE  WAY  TO  A  HEALTHY  PROFIT 

Lewis  Woolf  Griptight  Limited,144  Oakfield  Road,  Birmingham  B29  7EE.  Telephone:  021  -472  4211. 


COUNTERPOINTS 


Factor  introduce 
more  colour 


Arden  mascara 


With  the  introduction  of  Lavish  Lash 
building  mascara,  Elizabeth  Arden 
say  they  illustrate  "just  how  far 
mascara  has  come  since  those  early 
days  when  it  consisted  of  mud,  smeared 
around  the  eyes  for  protection  from 
the  sun". 

The  mascara,  they  say,  visibly 
lengthens  and  thickens  even  sparse 
lashes  to  a  state  of  "incredible 
lustiness"  and  the  formula  is  said  to 
be  both  flakeproof  and  smudgeproof. 


A  new  modular  window  display  system 
is  now  available  for  SOS  Talisman 
which  the  company  believes  will  increase 
public  awareness  and  impulse  purchases 


Available  in  black,  brown  and  navy 
lavish  lash  (£3.95)  comes  with  a 
tapered  brush  in  a  square  aubergine 
and  gold  case  and  will  be  available 
from  July.  Elizabeth  Arden  Ltd,  13 
Hanover  Square,  London,  Wl.  ■ 


Reactolite  Rapide 
spend  tops  £|m 

Chance  Pilkington  are  to  support  their 
Reactolite  Rapide  glass  with  a 
programme  of  Press  and  television 
advertising  and  POS  promotion 
worth  £|m. 

Television  advertising  will  be 
repeated  throughout  the  peak 
sunglass  purchasing  periods  around 
Easter  and  Whitsun,  and  will  cover 
the  London,  Southern,  Lancashire, 
Midlands,  East  Anglia,  South  West 
and  Channel  LTV  areas.  It  will  also 
be  shown  this  year  for  the  first  time 
in  Scotland,  and  in  the  Tyne  Tees 
television  area. 

Supporting  the  television 
advertising  there  will  be  a  magazine 
campaign,  running  from  mid-April  to 
July,  in  the  Sunday  supplements  and 
the  fashion  magazines. 

A  spokesman  for  Chance 
Pilkington  comments:  "We  believe 
that  the  concept  of  a  fast-reacting 
photochromic  glass  is  now  well 
established  in  public  understanding, 
and  over  1981,  we  are  therefore 
developing  the  promotion  of  the 
fashion  appeal  of  Reactolite  Rapide 
glass  rather  than  merely  educating 
the  public  about  photochromic 
technology."  Chance-Pilkington  Ltd, 
St  Asaph,  North  Wales.  ■ 


Blister  packs  for 
Actal  tablets 

The  foil  wrapping  on  Actal  tablets  is 
being  changed  to  blister  packaging  and 
the  84-tablet  pack  being  replaced  by 
a  96-tablet  pack  (£1.60).  The  new 
packs  will  be  gradually  phased  in  as 
stocks  of  the  foil  packs  become 
exhausted.  Winpharm,  Winthrop 
House,  Surbiton,  Surrey  KT6  4PH.  ■ 


Yardley  introductions 


Yardley  have  introduced  colour 
moist  tinted  day  cream,  a  moisturiser 
with  added  colour.  It  can  be  worn  on 
its  own  or  under  make-up  and 
contains  a  sunscreen.  Yardley  say  it  is 
ideal  for  holidays  and  the  'beach, 
"when  you  want  protection  and  a 
tanned  look  without  looking  made- 
up."  The  cream  comes  in  two  shades, 
sheer  gold  and  sheer  bronze  (£1.75). 

A  pearlised  shimmer  body 
lotion  is  said  to  give  a  subtle 
irridescent  sheen  to  arms,  legs, 
shoulders  and  body.  It  can  be  used  as 
a  moisturiser,  sunscreen,  highlighter, 
to  add  sheen  to  a  tan  or  to  add 
colour  when  there  is  no  tan.  It  comes 
in  two  shades,  shimmer  gold  and 
shimmer  bronze  (£1.95). 

Beauty  Magic  moisturiser  is  now 
available  in  a  50ml  tube  (£1.60)  which 
will  have  a  special  price  of  £0.99  in 
June.  Yardley  of  London  Ltd,  Miles 
Gray  Road,  Basildon,  Essex.  ■ 


Breakthrough  claim 
for  toilet  tissue 

KimberlyJClark  is  claiming  a  "break- 
through" in  the  Cash  'n  Carry/grocery 
wholesale  sector  of  the  toilet  tissue 
market. 

In  May,  Kleenex  Family  toilet 
tissue  will  be  launched  in  a  12s  unit, 
specifically  designed  for  the  wholesale 
trade.  It  will  be  the  first  toilet  tissue  to 
be  sold  in  this  way  says  the  company. 

"The  change  means  that  retailers 
will  now  be  able  to  stock  the  fastest 
growing  premium  brand,  with  less 
money  tied  up  in  stock,  and  sell  a 
full  range  of  colours,  for  a  much 
lower  capital  outlay." 

Kimberly-Clark  say  they  have 
already  had  success  in  this  sector  with 
Kleenex  for  Men  and  Maxi  Dri  kitchen 
towels.  Kimberly-Clark  Ltd,  Larkfield, 
Nr  Maidstone,  Kent.  * 


Lipmaker  and  Glossmaker  are  the 
latest  additions  to  the  Max  Factor 
range  of  colour  cosmetics.  Available 
in  nine  shades  (rose,  burgundy, 
mauve,  strawberry,  mocha,  lilac, 
ginger,  copper  and  brandy  lustre)  the 
Lipmaker  (£1.75)  comes  in  a  silver 
toned  wand  with  a  transparent  bubble 
for  shade  identification.  Glossmaker 
(£1.95),  coming  in  similar  gold 
packaging  is  available  in  shimmer, 
blackberry  and  roseberry  gloss. 

To  solve  the  problems  of  mixing 
and  matching  lip  and  eye  colours 
Max  factor  are  also  introducing 
double  ended  pencils.  The  eye  colour 
duos  are  available  in  six  shade 
combinations  (earthlight  and 
dawnlight,  oceanlight  and  skylight, 
jadelight  and  moonlight,  aqualight 
and  starlight,  bronzelight  and 
goldlight  and  nightlight  and  twilight). 

Lip  colour  duos  are  also  available 
in  six  combinations  (candylight  and 
violetlight,  flamingolight  and 
roselight,  plumlight  and  winelight, 
scareletlight  and  crimsonlight, 
foxylight  and  minklight  and  firelight 
and  copperlight).  The  lip-liner  end 
of  the  pencil  makes  up  one  third  of 
the  pencil  with  a  thinner  lead 
making  it  easier  to  trace  the  edge  of 
the  lip.  The  eye  and  lip  colour  duos 
will  be  available  from  the  beginning 
of  July. 

Summer  offers  from  Maxi  include 
Maxi-Iash  mascara  for  £1.15,  Maxi 
colour  pencil  for  £0.90,  eyeliner 
pencil  £0.80,  lip  pencil  £0.90, 
Maxi-moist  lipstick  for  £0.95, 
Maxi-fresh  make-up  and  no-shine 
£0.99,  creme  blush  £1.30  and 
brush-on  blush  £1.55.  They  will  be 
available  from  mid-June.  Max  Factor 
Ltd,  16  Old  Bond  Street,  London 
W1A  3 AH.  ■ 
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A baby  can  let  you  know  his  feelings  even  without  the 
benefit  of  words.  | 
l      Try  leaving  him  in  a  wet,  uncomfortable  nappy 
for  instance,  and  see  how  long  it  takes  before 
you  understand  what  we  mean. 

It's  therefore  not  surprising  that 
mothers  in  their  thousands  are  chang- 
ing to  Peaudouce  BabySlips,  to 
change  an  outburst  from  a  healthy 
pair  of  lungs  into  a  smile  from 
a  twinkling  pair  of  eyes. 

Because  Peaudouce  Baby 
Slips  keep  a  baby  drier,  for  fll 
longer. 


» 


OF  THE  LI 


A  powerful  argument  in  itself.  But  with  the  support  of 
Jl.5  million  on  TV  advertising 
md  promotion,  massive  sam- 
pling schemes,  and  the  per- 
suasive voice  of  babies 
offering  a  constant 
reminder,  you  can 
safely  expect 
more  mothers 
to  be  in  search  of  Peaudouce  BabySlips. 
Which  should  give  us  all  AfojM 
something  to  smile  about. 
Peaudouce  (UK)  Ltd  mgniiffiAii 
PO  Box  220  London  N12  <J_*ftTSr 
8PU  01-445  5246/7/8  ™»f™V* 


KEEPS  A  BABY  DRIER  LONGER. 


THF  FYF^ 


fLE  PEOPLE 
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POINTS  Or  LAW 

The  rules  of  fixed-term 
employment 


Ma~ny  employers  have  asked  how 
they  stand  when  they  wish  to  take 
on  an  employee  for  a  fixed  period  of 
time.  At  the  end  of  the  fixed  term 
period,  will  the  employee  be  entitled 
to  a  redundancy  payment  or  can  he 
claim  unfair  dismissal  compensation? 

In  the  light  of  recent  legislation, 
the  following  summary  may  be 
helpful. 

□  If  you  take  on  an  employee  for 
less  than  a  year — say  on  a  trial 
period  or  to  do  a  job  that  will  come 
to  an  end  in  less  than  a  year — then  at 
the  end  of  that  period,  the  employee 
cannot  claim  a  redundancy  payment 
or  lodge  a  claim  for  unfair  dismissal. 
This  is  because  to  claim  unfa'ir 
dismissal  an  employee  must  have 
served  continuously  with  the  employer 
for  one  year  and  for  a  redundancy 
payment  the  employee  must  have 
served  for  two  years. 

The  only  exception  to  this  rule  is 
where  someone  is  sacked  on  grounds 
of  trade  union  activities  or  on 
grounds  which  can  breach  the  race 
discrimination  rules.  All  the  employer 
has  to  do  either  at  the  end  of  the 
period  or  during  the  period  of 
employment  is  to  give  the  notice 
agreed  when  the  employee  was  taken 
on — but  the  notice  must  terminate 
before  the  year's  employment  is  up. 

□  If  you  take  on  an  employee  for 
a  period  of  between  one  or  two 
years,  then  at  the  end  of  the  period 
the  employee  is  not  able  to  claim  a 
redundancy  payment,  as  he  has  not 
completed  two  years  service.  However, 
he  will  be  eligible  to  claim 
compensation  for  unfair  dismissal 
which  the  employer  may  have  to 
defend  before  an  Industrial  Tribunal. 
The  law  does  provide  a  safeguard  for 
the  employer.  He  can  agree  With  the 
employee  that  because  the 
employment  is  intended  for  a  fixed 
term  of  a  year  or  more,  the 
employee  will  give  up  his  rights  to 
claim  unfair  dismissal  compensation 

at  the  end  of  the  contract. 

For  this  agreement  to  be  binding, 
however,  it  must  be  in  writing.  This 
agreement  does  not  protect  an 
employer  from  claims  if  he  dismisses 
the  employee  during  the  period  after 
the  employee  has  served  for  more 
than  a  year — eg  if  the  fixed  term  is 
for  eighteen  months  and  dismissal 


takes  place  after  fourteen  months.  In 
these  circumstances,  the  employee 
can  if  he  thinks  the  case  justified 
lodge  a  claim  for  unfair  dismissal. 
□  If  you  take  on  an  employee  for 
a  fixed  term  of  two  years  or  more  then 
the  employee  at  the  end  of  that  term 
can  claim  unfair  dismissal  or  a 
redundancy  payment.  However,  as 
mentioned  above  the  employer  can 
protect  himself  by  getting  an 
agreement  in  writing  from  the 
employee  that  no  redundancy 
payments  or  unfair  dismissal 
payments  will  be  applicable  when  the 
contract  comes  to  an  end. 


Use  of  premises 

Owners  or  lessees  of  business 
premises  may  wish  to  change  the 
use  of  those  premises  in  accord  With 
the  changing  nature  of  their 
businesses.  For  example,  a  retailer 
may  Wish  to  change  the  shop  into  an 
office. 

In  doing  so  there  are  legal 
safeguards  that  have  to  be  taken. 
Where  there  is  to  be  a  change  of  use 
of  the  premises,  whether  the 
premises  be  owned  on  a  freehold 
basis  or  leased,  there  Will  be  a  need, 
except  in  one  or  two  cases,  to  obtain 
planning  permission. 

In  addition,  a  leaseholder  will 
have  to  examine  his  lease  since 
irrespective  of  what  the  planning 
authorities  may  allow,  the  lease  may 
restrict  the  use  to  which  the 
premises  may  be  put.  Even  in  the 
case  of  freeholds,  there  may  be  what 
is  called  a  restrictive  covenant  in  the 
deeds  preventing  the  premises  being 
used  for  certain  purposes — although 
if  that  restriction  is  out  of  date,  it  is 
possible  to  go  along  to  the  courts  and 
obtain,  at  the  discretion  of  the  court, 
a  removal  of  the  restrictive 
covenant  concerned. 


Return  questions 

A  number  of  queries  have  been 
raised  about  the  changes  made  in  the 
law  relating  to  women  employees  who 
wish  to  exercise  their  right  of  return 
after  having  a  child. 


The  first  point  concerns  the 
employer's  obligation  to  reinstate  the 
woman  employee  in  her  original  job. 
As  a  result  of  the  Employment  Aot  of 
1980  this  right  does  not  apply  where 
it  is  not  reasonably  practicable  to  do 
so  provided  that  suitable  alternative 
employment  is  offered.  If  this  is 
unreasonably  refused  then  the 
employer  is  under  no  further 
obligation  towards  the  employee  in 
question. 

In  the  ultimate  situation  whether 
or  not  it  is  "reasonably  practicable" 
to  re-instate  the  woman  employee  in 
her  original  job  or  what  constitutes 
"suitable  alternative  employment" 
will  be  a  matter  for  an  Industrial 
Tribunal  if  the  employee  presses  the 
case.  However,  suitable  alternative 
employment  should  not  involve  a 
drop  in  the  status  of  the  pay 
or  the  conditions  of  the  employee. 

There  is  also  a  special  exemption 
from  the  right  of  return  provisions  for 
small  employers  defined  as  those  with 
five  or  less  employees.  In  these  cases 
an  employer  is  no  longer  obliged  to 
re-instate  the  woman  employee 
either  in  her  original  job  or  in 
suitable  alternative  employment  if  it 
is  not  reasonably  practicable  to  do  so 
in  the  light  of  that  employer's 
business  circumstances.  Here  again  if 
there  is  dispute  then  an  Industrial 
Tribunal  has  power  to  settle  the 
matter. 


Wills 


Although  it  is  important  that  private 
individuals  make  a  will,  it  is  even 
more  important  in  the  case  of  those 
who  hold  a  responsible  position  in  the 
business  world. 

Case  after  case  arises  where, 
because  a  controlling  director  or  an 
owner  of  a  business  has  not  made  a 
will,  real  trouble  can  be  caused  both 
for  the  business  and  the  dependants 
of  that  individual.  In  the  absence  of  a 
will,  all  the  estate  of  the  deceased  is 
disposed  of  under  a  set  formula  laid 
down  by  law.  Those  who  benefit  from 
the  estate,  although  inheriting  the 
shares  or  part  ownership  of  a  business, 
may  have  no  interest  in  that  business 
continuing.  If  surviving  directors  or 
partners  cannot  raise  the  necessary 
cash  at  the  time,  the  business  may  be 
sold  up  and  closed  down,  or  control 
may  slip  to  another  person. 

With  a  will  this  difficulty  can  be 
avoided,  since  an  individual  can  dispose 
of  their  property  by  will  exactly  as  they 
choose.  By  taking  advice  from  a 
solicitor  and  his  fellow  directors, 
partners  or  family,  the  testator  can 
secure  continuity  for  the  business  and 
protect  both  his  dependants  and 
colleagues  and  employees  in  the 
business. 

Contributed  by  a  barrister 
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V\fe  snuggle 
more  bottoms 
than  any  other 


dispo 


We 


Snugglers  are  Britain's  biggest  selling  disposable  nappies 
with  more  than  twice  the  brand  share  of  any  other  disposable. 
Naturally  we  give  them  twice  the  support. 
A  massive  £4  million  goes  behind: 
<fc  National  TV  and  Press 
i<  Promotions  and  Comprehensive 
Sampling. 
Make  sure  you're  well  stocked  up  on 
the  whole  Snugglers'  range.  §f|||Qg|Qft§ 

Britain's  number  one  disposable  nappy. 


)( 


i 


We  now  make  three  specialised  plasters  which 
will  cover  every  type  of  small  wound. 

There's  Clear,  a  cosmetic  plaster  for  the f  OOHS 
you  get  when  shaving.  ir 

A  Washproof  plaster  that'll  protect  all  those 
family  AAHS'  even  in  water.  p. 

And  finally,  a  new  Flexible  Fabric  plaster  which 


ends  and  stretches  to  accommodate  every  awkward 
Jype  of  f  OUCH! 

Together,  they  make  the  first  complete  range  of 
irst  aid  dressings.  So  don't  forget  to  stock  all  three. 

Just  think  how  embarrassing  it  would  be  if  a 
:ustomer  asked  for  some  'OOHS'  and  AAHS'  and 
/ou  only  stocked  'OUCHES! 


©JOHNSON  &  JOHNSON  LTD 


SLOUGH  1981 


TheBeecham 
GOOD  NEWS 
Bulletin* 


Gerniolene 

on  the  box! 


Good  news  indeed!  The  big 
new  TV  campaign  for  Germolene, 
the  family's  first  aid.  With  all-new 
commercials  in  peak-time  slots 
on  all  major  stations. 

Already  on  air,  the  campaign 
will  continue  all  year  round, 
making  this  the  brand  your 
customers  remember  -  and 
ask  for. 

Germolene  Ointment 
. . .  you're  going  to  need  a 
lot.  So  stock  up  now. 


HIGH  SPEED 
GAIN! 


Ger 


|C  OjNS  *       P.  36.00*. 


[Pai 


Gaining  more  and  more  customers 
faster  and  faster,  Setlers  have  already 
become  Britain's  second  favourite 
indigestion  remedy. 

Now,  to  speed  that  growth,  comes  still 
more  TV,  just  part  of  a  £500,000  campaign 
featuring  memorable  new  commercials. 

Such  support,  such  growth . . .  they 
make  Setlers  a  must  to  stock. 


Diocalm's  3-way 
support 


National  press  ads  in  mass 
circulation  dailies,  Sundays  and 
women's  magazines.  Posters  key- 
sited  nationwide.  New,  unmissable 
counter  displays. 

Supported  in  all  three  ways, 
Diocalm,  the  top-selling  branded 
antidiarrhoeal,  will  sell  even  better 
this  summer.  With  holidays  ahead, 
peak  demand  lies  ahead  too.  Make 
sure  you  have  the  stocks  to  meet  it. 


BEECHAM  HOME  MEDICINES 

Good  news  for  sales 
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Asthma  article:  a 
point  questioned 

With  regard  to  the  interesting  and 
informative  article:  "Respiratory 
disorders  Part  2.  Asthma,"  which 
appeared  in  the  January  10  edition  of 
C&D,  I  would  like  to  query  a 
statement  which  I  feel  is  misleading. 

The  authors  describe  the  epidemic 
of  sudden  deaths  among  asthmatics 
which  occurred  in  the  1960's  as 
being  "heart"  deaths,  attributable  to 
the  "overuse  of  high  dose  isoprenaline 
inhalation  in  patients  whose 
bronchioles  had  become  tolerant 
but  whose  hearts  were  still  sensitive 
to  stimulation."  As  far  as  I  am  able 
to  ascertain,  the  exact  cause  of 
death  has  not  been  elucidated 
although  several  possible  mechanisms 
have  been  proposed.  In  addition  to 
the  one  stated  in  this  article  these 
include  sensitisation  of  the  heart 
to  isoprenaline  by  the  fluoro-carbon 
propellants  present  in  aerosols,  a 
cardiotoxic  interaction  between 
isoprenaline  and  the  corticosteroids, 
and  an  isoprenaline-induced  worsening 
of  the  ventilation /perfusion  imbalance 
existing  in  asthmatics  leading  to  fatal 
falls  in  Pa  02,  especially  When  the 
pH  and  blood  gas  status  of  the 
asthmatic  is  already  precarious. 

In  their  study  of  the  asthmatic 
deaths  in  England  and  Wales,  Speizer 
et  al  (1968)  found  that  in  91  per 
cent  of  available  post-mortem  reports 
there  were  signs  of  an  asthmatic  death 
(mucous  plugging,  overdistension  of 
lungs).  Hence  although  a  "heart" 
death  is  not  to  be  ruled  out,  there  is 
no  direct  evidence  to  suggest  that 
it  did  occur. 

Finally,  can  one  call  an  epidemic 
"minor"  in  which  the  death  rate  in 
England  and  Wales  nearly  doubled 
over  all  age  groups  and  among 
asthmatics  aged  10-14  increased 
almost  8-fold? 
B.  Deehan 

Ward  Pharmacy  Co-ordinator 
Lagan  Valley  Hospital 

Dr  N.  D.  Harris,  Mr  B.  W.  Burt 
and  Mr  R.  J.  Greene  reply:  The 
penalty  of  oversimplification  is 
imprecision,  or  least  Incompleteness. 
We  cannot  in  these  articles  go  into 
the  pros  and  cons  of  our  every 
generalisation.  However  in  this  case 
it  could  well  be  argued  that  our 
selected  simplification  was  misleading: 
for  it  is  true  that  the  case  of  the 
asthma  deaths  of  the  1960's  is  not 


yet  closed,  and  many  theories  are 
still  current.  Indeed  the  quantity  of 
contradictory  evidence  and  opinion 
is  bewildering,  and  we  doubt  if  it 
will  ever  be  satisfactorily  resolved. 
(We  won't  quibble  with  the  definition 
of  a  "minor"  epidemic.) 

While  severe  cardiotoxicity  was 
the  Initial,  and  in  some  ways  the 
most  attractive,  hypothesis1 2,  it  is 
true  that  the  evidence  for  isoprenaline- 
induced  arrhythmias  is  equivocal3 1 5. 
Evidence  for  bronchial  tolerance, 


which  may  also  produce  cross- 
tolerance  to  endogenous 
sympathomimetic  amines,  is 
better3  4.  However,  the  issue  seems 
to  be  confused  by  the  fact  that  the 
death  rate  declined  before  the 
introduction  of  broncho-specific 
(/32)  sympathomimetics  such  as 
salbutamol6. 

Opposed  to  the  steroid  interaction 
theory7  is  the  suggestion  that 

Continued  on  p852 


Another  step  forward ! 


ProvitfM  up  to  12  Mfvto«» 

milupa*  jfck 
Infant  Food 

milupa 
Infant  Food  fp 

Spring  Vestlabl*  Dtimtr  ^-rrfTf 

Summer  Salod  Variety  -rClH 

Ua»  from  about  4  roonttoonwnto 

Uue  from  about  -1  months  onwards 

milupa  Jk 
Infant  Food  flf 

mtlupa 
Infant  Food 

Autumn Fcurt. Httrveas                   -.-  ■  - 
Use  iron  about  4  moetKs  enwants 

4  Exciting  new  Meal  Occasions 

•  Spring  Vegetable  Dinner 

•  Summer  Salad  Variety 

•  Autumn  Fruit  Harvest 

•  Winter  Vegetable  Casserole 


From  Milupa,  a  new  advanced  infant 
food  range  that  takes  Baby  from  the 
first  days  of  weaning  right  through  to 
family  foods.  The  new  range  mothers 
will  look  for  on  your  shelves  with  all 
the  variety  of  natural  goodness  and 
nourishment  she  recognises  in  Milupa. 


The  pick  of  the  4  Seasons'  crops. 
Ready  to  enjoy  every  day  -  all  the  year  round 

See  your  Milupa  representative  for  special  introductory  offers. 


milupa. 


The  new  generation  of  Baby  Foods 

Milupa  Limited,  Milupa  House,  Hercies  Road,  Hillingdon,  Middlesex  UB10  9NA.  Telephone:  Uxbridge  59851 
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insufficient  or  tardy  introduction 
of  steroids  into  a  patient's 
management  might  be  responsible8. 
We  are  not  sure  what  specific 
mechanism  is  implied  by  "the 
worsening  of  the  ventilation/perfusion 
imbalance" — this  could  merely  be 
a  way  of  restating  that  isoprenaline 
worsened  respiratory  obstruction. 
However,  Palmer9  has  suggested  that 
the  pulmonary  vasodilation  induced 
by  /6-stimulants  (which  would  improve 
perfusion  without  a  corresponding 
increase  in  ventilation)  could  also 
account  for  some  of  the  observed 
falls  in  pOa.  Differential  tolerance 
of  vascular  and  bronchial  receptors 


(both  /32)  might  be  an  explanation, 
but  this  has  not  been  investigated  so 
far  as  we  know.  That  post-mortem 
studies  reveal  typical  signs  of 
asthmatic  death  is  not  surprising:  a 
severe  attack  would  have  been  the 
reason  for  the  bronchodilator 
overuse. 

Other  theories  propose  an  excess 
alpha-adrenergic  bronchoconstrictor 
tone  following  beta-resistance10,  or 
the  existence  of  beta-blocking 
metabolites  of  isoprenaline11.  But  in 
the  first  case  selective  agents  would 
be  equally  hazardous;  and  in  the 
second,  the  blocking  effect  has  been 
found  to  be  weak,  and  other, 


unimplicated  agents  give  similar 
metabolites. 

So  it  seems  we  are  back  to  square 
one.  In  our  article  we  were  trying 
to  emphasise  the  relative  safety  of 
selective  beta-stimulants,  but  it  could 
as  well  be  argued  that  widespread 
public  and  medical  awareness  of 
the  hazards  of  overuse,  and  the 
generally  improved  management  of 
asthmatics  with  cromoglycate  and 
beclomethasone  inhalation,  is  in 
large  part  responsible  for  the  fall 
in  deaths  since  the  sixties.  The  one 
point  of  consensus  that  seems  to 
emerge  is  that,  as  we  stressed,  a 
patient  who  does  not  obtain  rapid 
relief  of  an  attack  with  his  usual 
medication  and  doses  needs  to  seek 
medical  attention  promptly,  rather 
than  trying  in  vain  to  obtain  relief 
from  progressively  increasing  dosage. 

1  Greenberg,   M.   J.   et  al,   Lancet  (1965) 
2  :  442-3 

2  Shanks,    R.    G.    et    al,    Excerpta  Med 
Internal  Congress  Series  (1970)  No.  220:  147 

3  Wood,    D.    W.    et   al,   J   Alleg   Clin  Immunol 
(1972)   50:  75-81 

4  Shim,   C.    and   Williams,    M.    H.,  Ann 
lnt  Med  (1975)  83:  208-211 

5  Conolly,   M.   E.   el   al,   B  J  Pharmacol 
(1971)  43:  389-402 

6  Herxheimer,   H.,   BMJ  (1972)  4:  795 

7  Lehr,   D.,   NEJM  (1972)  287:  987-8 

8  Speizer,   F.   E.  et  al,  BMJ  (1968)  1: 
339-343 

9  Palmer,  K.   N.   V.,  Postgrad  MJ  (1969) 
45:  336-341 

10  Orange,  R.  P.  et  al,  Fed  Proc  (1971) 
30:  1725-1729 

11  Patterson,  J.   W.   et  al,  Lancet  (1968) 
2:  426-429 
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E.  Ashley  Ltd,  which  was  the  oldest 
pharmacy  in  Derby,  has  closed  down. 
The  building,  dating  from  1799,  stands  in 
Cheapside  from  where  the  retiring 
proprietor,  Mr  Jack  Brittain,  has  served 
the  town  for  almost  50  years.  The 
pharmacy  housed  several  items  of 
historical  interest  such  as  a  leech  box 
and  a  collection  of  pliers  used  in  the 
days  when  pharmacists  extracted  teeth 


Met  atone  Tonic 


-part  of  the  family 


PARKE-DAVIS 

part  of  the  Warner-Lambert  Group 

good  products  for  you  and  your  customers 

Active  Ingredients:  Vitamin  B,  Ph  Eur,  Calcium  glycerophosphate,  Potassium  glycerophosphate, 
Sodium  glycerophosphate,  Manganese  glycerophosphate 
Parke-Davis  &  Co.,  Usk  Road,  Pontypool,  Gwent  NP4  OYH. 
Further  information  and  data  sheet  available  on  request.    *Trade  mark  R81056 
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independent  Research.  September/October  1980.  "MUM"  is  a  registered  trade  mark.  Authorised  user:  Bristol-Myers  Co.  Ltd.,  South  Ruislip,  Middlesex. 
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PHILIPS 


YOU  NEVER  GOT  RICH  GIVING 
MONEY  AWAY.  UNTIL  NOW. 


Your  customers  will  be  queuing  up 
for  our  hair  care  products  when  they 
hear  about  the  amazing  Philips  Voucher 
Book  you're  giving  away.  It  gives  them 
£45  off  a  stack  of  things,  like  £15  off 
watches,  £5  off  a  suit,  £21  off  a  week's 
car  rental. 


£45 


((bftt'/t(T$ 

'  fearri 


PHILIPS 


The  Range  Not  only  are  our  prod- 
ucts beautiful  to  look  at,  they  cost  signifi- 
cantly less  than  other  quality  brands. 

There  are  eleven  superbly  pack- 
aged products  in  the  Philips  range. 
They  include  the  new  Voyager  1200 
and  the  Beach  Club  1000 -both  dual 
voltage -and  the  multi-voltage  Finesse 
OneHotbrush. 

We're  really  out  to  increase  our 
market  share.  Make  sure  you  get  your 
fair  share.  Stock  up  now. 


PHIUPS-The  biggest  name  in  small  appliances. 

PHILIPS  are  the  biggest  small  appliance  company  in  the  UK. 
PHILIPS  Small  Appliances  have  five  major  brand  leaders  -  Philishave, 
Ladyshave,  Fan  Heaters,  Health  Lamps,  and  Heated  Food  Servers. 
PHILIPS  spend  more  on  supporting  their  products  than  anyone  else. 
PHILIPS  S.A.  are  putting£5  million  behind  their  name  in  1981. 

The  Philips  Small  Appliances  collection: 

Philishave""  Electric  Shavers,  Ladyshave,  Hairdriers,  Health 
Lamps,  Sunlamps,  Solaria,  Suncouch,  Fan  Heaters,  Convectors,  Electric 
Underblankets,  Clocks,  Coffee-makers, Toasters,  Irons,  Blenaer,  Knife 
Sharpener,  Citrus  Press,  Can  Openers,  Food  Mixers,  Gas  Lighter, 
Window  Fan,  HostessTrolleys, Trays,  Cabinets  and  Cook  'n'  Serve. 

Philips  Small  Appliances  Division,  Drury  Lane,  Hastings,  Sussex  TN34 1XN 


Simply  years  ahead. 


VOYAGER  1200 


FINESSE  ONE  HOTBRUSH 
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£223  million  market 
beats  recession 


The  total  haircare  market  seems 
buoyant  despite  the  recession. 
Currently  estimated  at  £223  million 
at  rsp  (Beecham),  it  has  a  collective 
growth  of  1  per  cent  a  year  in  unit 
volume  sales.  However,  this  collective 
figure  conceals  vast  differences  in  the 
various  sectors — some  of  which  are 
quite  rapidly  declining,  with  only 
shampoos  (see  p858),  conditioners 
and  home  perms  showing  any  real 
growth. 

As  usual,  manufacturers'  estimates 
of  the  various  sectors  can  be  quite 
disparate.  But  there  is  one  indisputable 
fact — conditioners  are  the  fastest 
growing  sector  of  the  haircare  market 
and  possibly  the  fastest  growth  area 
of  all  UK  toiletries. 

Both  Beecham  and  Reckitt  & 
Colman  estimate  the  annual  volume 
growth  of  conditioners  at  10  per  cent 
although  they  have  different  figures 
for  the  value  at  rsp — £31  million  and 
£29  million  respectively.  Elida  Gibbs 
give  an  estimate  of  £33.1  million  for 
1981  with  only  4  per  cent  growth 
over  1980. 

It  seems  obvious  that  with  such  a 
growth  rate  the  conditioner  sector 
must  be  looked  at  very  favourably  by 
companies  wishing  to  launch  new 
products.  Last  Spring,  Beecham 
launched  Perform  with  more  than 
£1  million  of  marketing  support  and 
a  £865,000  advertising  campaign — 


almost  double  the  spending  of  each  of 
the  two  heaviest  conditioner 
advertisers  in  1979,  they  claimed.  A 
printed  "performance  bond"  attached 
to  every  bottle  during  the  introductory 
period  guaranteed  the  user  her  money 
back  if  she  was  not  fully  satisfied  that 
Perform  had  given  her  hair  a  longer 
lasting  body  and  shine  than  her  usual 
brand. 

Beecham  say  their  marketing  was 
successful  and  that  within  three  months 
Perform  had  joined  the  ranks  of  the 
market  leaders.  It  now  'holds  the 
number  three  position  with  a  6  per 
cent  share,  they  say.  The  total  1981 
advertising  spend  will  be  over 
£1  million  of  which  £750,000  will  be 
on  television. 

Bristol-Myers  launched  Natural 
Balance  shampoo  and  conditioner 
nationally  at  the  beginning  of  1980. 
Both  shampoo  and  conditioners  are 
"self-balancing"  but  the  company 
feels  this  benefit  may  have  more 
relevance  to  conditioners  since  many 
women  are  afraid  of  over-conditioning 
their  hair  and  may  apply  conditioner 
only  to  the  ends.  As  Natural  Balance 
ensures  that  each  part  of  the  hair 
receives  the  correct  amount  of 
conditioning,  they  say  it  provides  an 
effective  solution  to  this  problem. 

This  concept  has  been  followed  by 
Gillette  with  the  launch,  in  February, 
of  Silkience — a  "self-adjusting" 


conditioner.  Gillette  say  that  damaged 
hair  carries  more  negative  charges 
and  that  as  Silkience  contains 
positively-charged  molecules,  more 
conditioner  will  automatically  be 
deposited  where  it  is  needed.  Over 
£1.5  million  will  be  spent  promoting 
the  product  in  the  first  twelve  months 
and  the  company  claim  they  are 
aiming  for  UK  market  leadership 
within  two  years  of  launch. 

Despite  all  this  new  activity,  well- 
established  products  continue  to  do 
well.  Cream  Silk  had  a  12  per  cent 
sterling  share  over  the  past  year  and 
Elida  Gibbs  say  it  will  continue  to 
dominate  the  market  in  1981, 
benefiting  from  a  heavy  promotional 
budget.  A  women's  Press  campaign  is 
running  until  the  end  of  June. 

Johnson  Wax  think  that 
consumers  have  a  developing 
awareness  of  the  claims  of  different 
formulas  and  demand  a  conditioner 
specifically  for  their  particular  hair 
type.  In  recognition  of  this  they 
added  a  fourth  variant — protein  for 
damaged  hair — to  the  Agree  range. 
The  brand  has  a  7  per  cent  share,  they 
say,  and  will  continue  to  be  supported 
both  below  and  above  the  line  in  1981. 

Although  Vidal  Sassoon  would 
hardly  disagree  with  the  use  of 
protein  enriched  shampoo  for  damaged 
hair,  they  obviously  think  that 
consumers  do  not  want  or  need  a 
conditioner  developed  specifically  for 
their  particular  hair  type.  Their  3-step 
regime  has  been  an  outstanding 
success,  they  say,  with  the  Sassoon 
brand  share  rising  in  the  pharmacy 
trade  throughout  1980,  and  has 
shattered  the  belief  that  you  need  a 
shelf  full  of  variants  and  sizes  to 
succeed  in  the  haircare  market. 

Finally,  in  conditioners  used  on  dry 
hair,  Ashe  Laboratories  say  Vitapointe 
held  its  share  in  a  falling  sector  and 
is  now  the  second  largest  brand  in 
terms  of  usage. 


Hairsprays 


Although  the  second  biggest  sector  in 
women's  haircare,  the  hairspray 
market  is  declining  in  volume  sales. 

Beecham  estimate  that  it  is 
currently  worth  £60  million  but  think 
that  the  rate  of  decline  is  now  steadily 
reducing  and  should  level  off  in  the 
next  few  years.  There  is  continuing 
polarisation  in  favour  of  the  popular- 
priced  segment,  they  say,  accounting 
for  70  per  cent  of  the  sales.  This 
segment  is  dominated  by  only  three 
big  brands — Sunsilk,  Silvikrin  and 

Continued  overleaf 
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Harmony — holding  two-thirds  of  the 
total  hairspray  sales  between  them. 

Not  surprisingly,  Reckitt  &  Colman 
say  there  are  four  major  brands 
— adding  Supersoft  to  the  previous 
three — which  take  about  75  per  cent 
of  sales  between  them.  They  estimate 
the  hairspray  market  to  be  worth 
about  £50  million  at  rsp  with  an 
annual  5  per  cent  volume  decline  at 
present.  Supersoft  has  increased  its 
brand  share  every  year  since  1976, 
they  say,  taking  about  1 1  per  cent  in 
1980.  The  packaging  of  the  hairspray 
has  been  changed  in  line  with  the 
recent  Supersoft  relaunch  but  the  range 
still  carries  four  variants  and  they 
claim  to  be  the  only  mass  market 
brand  with  a  soft  hold  spray. 

Elida  Gibbs  estimate  the  market  at 
£64.2  million  and  claim  both  brand 
leader  and  second  place.  Sunsilk 
hairspray  has  a  21  per  cent  share,  they 
say,  and  Harmony  holds  17.5  per  cent 

Chesebrough-Pond's  have  made  a 
brave  attempt  to  enter  this  market 
with  the  introduction,  in  February, 
of  Rave  soft  hairspray.  They  claim 
their  research  showed  that  consumers 
had  an  equal  preference  for  either 
Rave  or  the  leading  brand  so  far  as 
holding  properties  were  concerned 
but  had  a  six-to-one  preference  for 
Rave  on  "combability".  A  £700,000 
campaign  started  with  national 
television  in  March  and  women's 
Press  advertising  is  currently  running. 


Home  perms 

The  high  costs  of  salon  perming 
and  technical  improvements  in  the 
home  products  have  meant  that  this 
market  continues  to  expand.  Gillette 
say  the  market  grew  from  8  million 
units  in  1979  to  about  9.5  million  units 
in  1980,  and  that  a  recent  survey 
suggested  that  17  per  cent  of  all 
women  had  used  a  home  perm  within 
the  previous  12  months  in  1980 
compared  with  15  per  cent  in  1979. 

The  company  launched  their  soft 
perm,  Lightwaves,  at  the  end  of  1979 
and  now  claim  a  consistent  12  per  cent 
for  it.  Silkwaves  was  introduced  into 
the  Toni  range  as  a  soft  perm  last 
October  and  these  products,  together 
with  the  rest  of  the  Toni  range  bring 
the  Gillette  share  to  almost  half  of  the 
total  market. 

'Chesebrough-Pond's  estimate  the 
soft  perm  sector  at  about  25  per  cent 
of  the  total  market  in  unit  terms  and 
about  50  per  cent  in  sterling.  Their 
own  product,  Rave,  held  an 
approximate  14  per  cent  volume 
share  of  the  total  market  throughout 
1980,  they  say. 

The  total  market  rose  from  £7.2 


million  in  1979  to  £10.8  million  in 
1980,  according  to  Halls  Hudnut,  with 
a  15  per  cent  increase  in  volume  sales. 
During  the  second  half  of  the  year 
there  was  a  significant  downtrend  in 
the  soft  perm  sector,  they  say,  and 
attribute  this  to  the  longer  processing 
time  and  shorter  life.  From  June, 
packs  of  their  Fashion  Style  will  offer 
a  full  set  of  perming  curlers  for  £0.79 
plus  one  proof  of  purchase. 

Pin-up  is  also  performing  well 
despite  the  competition  from  the  soft 
perms.  Elida  Gibbs  claim  brand 
leadership  and  a  27  per  cent  sterling 
share. 


Colourants 


The  colourant  sector  is  complicated. 
There  are  four  different  categories — 
permanents,  semi-permanents,  bleaches 
and  lighteners,  and  temporary 
products  (rinses  and  toners) — varying 
estimates  of  the  market  value,  and 
seeming  confusion  as  to  whether  the 
whole  sector  is  increasing  or  declining. 

Halls  Hudnut  say  the  total  market 
was  worth  £24.5  million  last  year, 
Beecham  say  it  is  currently  worth 
£30  million  and  Gillette  estimate  a 
value  of  £29  million  for  1981. 
However,  most  manufacturers  seem 
to  agree  that  it  is  the  permanent 
sector  which  is  increasing. 

Bristol-Myers  say  there  was  a 
volume  increase  of  5  per  cent  in  the 
total  colourants  market  last  year.  The 
permanent  sector  has  been  increasing 
in  size  over  the  past  few  years,  they 
estimate,  from  just  over  45  per  cent 
in  1976  to  67  per  cent  in  1980. 
Nice  'n  Easy  is  the  leading  brand 
holding  a  22  per  cent  share  in  1980. 
Another  of  their  products  is  Clairesse, 
nationally  launched  at  the  beginning 
of  1980  as  a  sophisticated  premium 
product,  and  now  claimed  to  have  a 
5  per  cent  share. 

Both  Gillette  and  Halls  Hudnut  agree 
that  future  growth  in  the  colourant 
market  will  come  from  the  permanents 
sector.  Gillette  record  a  2  per  cent 
unit  growth  for  permanents  last  year 
and  predict  a  similar  increase  for  1981. 
In  unit  terms  they  estimate  that  Nice 
'n  Easy  has  a  45  per  cent  share  with 
Casual  and  Recital  coming  joint 
second  both  with  15  per  cent  shares. 
The  Casual  share  has  increased  by  2 
per  cent  since  1978,  they  say. 

Philip  Hatcher,  group  product 
manager  at  Halls  Hudnut,  says  the 
permanent  sector  represented  over  60 
per  cent  of  the  colourant  market  last 
year  and  predicts  that  the  dominance 
of  pharmacies  as  a  outlet  for 
colourants  will  continue.  He  emphasises 
the  importance  of  stocking  a  wide 


range  of  shades  and  the  need  for  good 
displays.  Halls  Hudnut  reformulated 
Polycolour  in  1980  and  it  now  joins 
Polytint  as  a  permanent. 

To  promote  their  Colour 
Confidence  range  Wella  has  a 
competition  to  test  the  consumer's  skill 
in  mixing  various  colour  combinations 
and  indicating  the  colour  result.  First 
prize  is  a  Ford  Escort  Ghia,  and  for 
20  runners  up  there  will  be  a  Vogue 
body  and  beauty  book.  Each  entry 
must  be  made  on  an  official  entry 
form  accompanied  by  a  top  from  a 
Colour  Confidence  carton.  POS 
material  has  been  produced  in  the  form 
of  a  shelf  strip,  leaflet  dispenser  and 
show  card. 

Harmony,  brand  leader  of  the 
semi-permanents,  continues  to  be  the 
fastest  selling  colourant  on  the  market, 
according  to  Elida  Gibbs,  accounting 
for  one  in  five  of  all  colourants  sold. 
Together  with  Melody  and  Wood 
Nymph  it  will  be  supported  by  a 
budget  of  over  £1  million  in  1981. 

Born  Blonde  (see  p861)  is  the 
brand  leader  in  the  blonding  sector, 
taking  a  47  per  cent  share  according 
to  BristolJMyers.  Beecham  estimate 
that  Wella  colour  set  leads  the 
temporary  sector  followed  by 
Silvikrin's  Shaders  and  Toners. 


Setting  lotions 

Once  again  estimates  for  this 
market  vary  quite  a  lot.  Beecham  put 
its  value  as  £8  million  and  say  there 
was  a  sharp  decline  in  unit  volume  in 
1980  although  the  rate  of  decline 
currently  seems  to  be  slowing  down  a 
great  deal.  The  sales  split  between 
liquids  and  aerosols  is  moving  back  in 
the  favour  of  liquids,  they  add,  from 
66  per  cent  in  1977  to  76  per  cent 
today  and  there  are  signs  of  growth  in 
the  blow  set  sector  among  younger 
women.  However,  Amami  is  still  the 
outright  brand  leader  with  an  18  per 
cent  share,  they  say,  and  has 
strengthened  its  position  against  the 
overall  decline. 

Elida  Gibbs  estimate  the  total 
market  as  about  £10  million  and  say 
Sunsilk  holds  an  average  13.6  per  cent 
with  4.5  per  cent  for  Harmony  Styling 
lotion.  L'Oreal  are  even  more 
optimistic.  They  value  the  market  at 
£11  million  and  say  independent 
chemists  share  of  the  market  increased 
by  30  per  cent  last  year. 

Finally  Wella  are  predicting  an 
increase  in  the  use  of  blow  dry  lotions 
this  year  as  women  copy  Lady  Diana 
Spencer's  hairstyle!  To  promote  their 
own  Bio  Dry  lotion  they  have 
introduced  a  150ml  bottle  at  the  same 
price  as  the  normal  100ml  bottle.  ■ 
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Because  Lady  Jayne  means  a  l.ojt 
of  business  -  for  little  effort. 

Why  not  telephone  our  Sales 
Director  today  who  will  be  pleased  ' 
to  give  you  full  details. 

Contact:  Jack  Moss,  Laughton  & 
Sons  Limited,  Warstock  Road, 
Birmingham  B14  4RT. 
Telephone:  021-474  5201. 

ladyjm! 

FOR  SIMPLY  BEAUTIFUL  HAIR 


LITTLE  THINGS  MEAN  A  LOT. 


LADY  JAYNE 


We  may  only  make  little  tilings  but 
•  hair  accessories  market  means  a 
.  In  fact  it's  a  fast-growing  area  of 
ur  business  which  you  can't  afford 
ignore  -and  it's  very  profitable. 
What's  more  our  products  sell 
■nisei ves.  The  familiar  wall  and 
nner  units  make  it  easy  for  your 
;tomers  to  self-select  and  purchase. 
)t  just  once  but  over  and  over 
ain. 

If  you  don't  stock  Lady  Jayne, 
u're  missing  out. 


Shampoos  update  for 
market  supremacy 

Shampoo  is  still  by  far  the  biggest  sector  of  the 
haircare  market,  and,  unlike  many  of  the  others, 
continues  to  show  real  growth.  Although  there  are 
still  over  thirty  nationally  distributed  brands,  fewer 
new  products  have  been  seen  over  the  last  12 
months,  with  the  majority  of  activity  in  re-launches. 
With  such  fierce  competition  consistent  product 
up-dating  is  obviously  necessary.  What,  then,  can  the 
retailer  expect  for  the  coming  year? 


There  seem  to  be  almost  as  many 
different  estimates  of  the  shampoo 
sector  as  there  are  products.  These 
range  from  £73.5  million  (Reckitt 
Products)  and  £75m  (Johnson  & 
Johnson)  to  £100m  (Elida  Gibbs). 

Beecham  estimates  the  value  as 
£84m  at  rsp  with  a  current  growth  rate 
of  5  per  cent  per  year  in  unit  volume. 
Although  the  number  of  users  has 
long  reached  saturation  point,  the 
frequency  of  use  continues  to  increase, 
they  say,  with  over  60  per  cent  of  UK 
women  washing  their  hair  twice  a 
week  or  more.  Twenty  shampoo 
brands  are  nationally  advertised  and 
Beecham  say  that  last  year  £7.5 
million  was  spent  on  advertising 
shampoos  in  the  UK. 

Although  brand  loyalty  appears  to 
be  low  the  same  few  brands  continue 
to  lead  the  shampoo  sector  and 
Beecham  attribute  this  success  to 
specific  performance  benefit  and 
periodic  relaunches  with  effective 
innovations.  Their  own  shampoos — 
Silvikrin,  Vosene  and  Bristows — 
collectively  lead  the  sector  with  a  20 
per  cent  sales  share,  they  say. 


The  Bristows  range  was 
reformulated  and  relaunched  earlier 
this  year  with  a  special  "shine" 
benefit.  A  £2  million  advertising 
programme  will  support  the  brand 
with  half  of  this  budget  devoted  to 
television.  During  the  year,  a  total  of 
£6  million  will  be  spent  on  advertising 
and  in-store  promotion  for  the  three 
Beecham  brands. 

Several  manufacturers  think  there 
is  a  trend  away  from  "natural" 
shampoos  towards  "problem-solvers" — 
shampoos  with  a  specific  function. 
Reckitt  &  Colman  would  certainly 
agree  and  claim  an  80  per  cent 
increase  in  volume  sales  for  Supersoft 
shampoo  in  the  year  beginning  April 
1979 — when  the  whole  range  was 
relaunched  with  the  "problem-solver" 
concept  in  mind. 

Reckitts  have  just  relaunched 
Supersoft  again,  retaining  the  chunky 
bottles  and  problem-solver  concept 
but  with  a  more  feminine  image,  they 
say.  The  stylised  silhouette  has  been 
replaced  with  a  softer-looking  motif 
and  the  colours  have  been  toned  down. 
The  treatment  shampoos  (for  dandruff, 


flyaway  and  damaged  hair)  have  been 
discontinued  and  a  protein  enriched 
shampoo  added  to  the  regular  range. 

Claiming  to  be  the  first 
manufacturer  to  bring  a  protein 
enriched  shampoo  into  the  mass 
market,  Reckitts  say  they  are 
following  market  trends,  as  they  did 
with  the  launch  of  their  mild  and 
gentle  variant.  This  was  very 
successful,  they  say,  and  now  accounts 
for  about  15  per  cent  of  all  Supersoft 
shampoo  sales.  Pointing  to  the 
increasing  number  of  women  who 
perm  or  blow  dry  their  hair,  they  hope 
for  the  same  success  with  protein 
enriched. 

The  success  of  Supersoft  mild  and 
gentle  shampoo  should  come  as  no 
surprise  to  Johnson  &  Johnson.  They 


point  out  that  as  the  frequency 
of  washing  continues  to  grow,  gentle 
shampoos,  such  as  their  own  baby 
shampoo,  should  gain  substantially 
from  this  trend.  Already  over  75  per 
cent  of  their  sales  are  for  adult  use 
and  they  claim  that  Johnson's  baby 
shampoo  is  the  biggest  single  variant 
in  the  adult  cosmetic  shampoo  market. 
Elida  Gibbs  claim  brand  leadership 


We  carry  a  large  selection  of  Hair  Brushes  and  Cosmetic  Brushes.  For  details  of  our  extensive  range  please  contact  your  local  Wholesaler  or 
apply  to: 

DIMPLES,  62  Charles  Street,  Manchester  Ml  7DF.  Telephone  No.  061-236  3868  or  3578 
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for  Sunsilk  (sterling  terms)  in  the 
beauty  shampoo  sector  with  a  7  per 
cent  share.  They  also  feel  that  the 
market  shows  a  trend  towards 
straightforward  shampoos  with  very 
specific  functions.  The  whole  Sunsilk 
range  had  a  turnover  approaching 
£27  million  in  1980,  they  say,  and 
enjoys  sales  50  per  cent  higher  than 
its  nearest  competitor.  This  year  the 
company  is  spending  £2  million  "to 
promote  Sunsilk  more  strongly  than 
ever"  with  television  and  Press 
advertising  throughout  the  year. 

Pears  shampoo  was  relaunched  in 
February  with  a  new  formulation, 
perfume  and  packaging.  The  initial 
television  support  will  be  repeated  in 
July  and  a  women's  Press  campaign 
is  scheduled  for  this  month.  Total 
support  is  £1  million  and  Elida  Gibbs 
think  it  will  ensure  a  quick  and 
persistent  communication  of  the 
brand's  changes. 

Both  Alberto-Culver  and  Colgate- 
Palmolive  claim  volume  brand 
leadership  of  the  beauty  shampoo 
market.  Colgate  say  that  1980  was  the 
most  successful  year  since  its  launch 
for  their  Palmolive  family  shampoo 
and  it  achieved  a  volume  share  of 
almost  6|  per  cent.  They  attribute  the 
success  to  "the  excellent  value  for 
money  that  the  product  offers  at  a 
time  when  consumers  are  looking  for 
added  value"  and  think  that  with  the 


current  economic  climate  the  trend 
should  continue  through  1981. 
However  the  company  are  reluctant 
to  say  anything  about  their  Woodleigh 
Green  brand  and  it  seems  likely  that 
this  may  be  discontinued.. 

Alberto-Culver  say  they  had  their 
most  successful  year  ever  in  1980  with 
Alberto  V05  shampoo  leading  the 
beauty  shampoo  market  in  volume 
sales  at  the  beginning  of  1981.  Latest 
figures  show  this  lead  has  increased, 
they  say,  and  this  is  mainly  attributed 
to  the  success  of  the  henna  variant. 
New  displays  are  planned  and  the 
next  advertising  burst  is  in  June/July 
using  national  television  and  Press. 

Conditioning  shampoos  account  for 
15  per  cent  of  the  total  shampoo 
market,  they  say,  and  Alberto  Balsam 
is  the  brand  leader  in  this  sector  with 
a  share  of  over  20  per  cent.  Sales 
were  40  per  cent  up  on  the  previous 
year  at  the  end  of  1980. 

Another  company  who  believe  that 
frequent  washing  shampoos  have 
enormous  growth  potential  are 
Concept  Pharmaceuticals.  They  have 
just  introduced  oat  milk  shampoo — 
specifically  designed  for  this  purpose — 
into  their  Klorane  range.  In  France 
this  section  represented  31  million 
units  in  1980,  they  say,  with  Klorane 
oat  milk  brand  leader  taking  a  25  per 
cent  share.  Full  promotional  material, 
including  shelf  organisers,  a  display 


unit  and  showcards,  will  be  available 
for  the  new  shampoo  and  it  will  be 
included  in  the  Klorane  national  Press 
campaign. 

Among  anti-dandruff  shampoos 
there  has  also  been  a  lot  of  activity. 
Elida  Gibbs  say  that  All  Clear  now 
holds  a  7  per  cent  share  of  the  shampoo 
market  and  aim  to  build  on  this  initial 
success  with  promotional  backing  of 
£1.2  million  this  year.  Selsun  was 
supported  by  television  advertising  for 
the  first  time  this  year,  appearing  on 
Trident  during  February  and  March. 
Abbott  say  it  will  continue  to  receive 
television  advertising  in  various  regions 
during  1981  and  that  POS  material  is 
available. 

A  test  poster  campaign  was  held 
for  Tegrin  in  the  Anglia  region  at 
the  end  of  1980  and  if  the  results 
show  it  was  successful,  a  national 
campaign  may  follow.  Morgan's 
recently  introduced  new  packaging  for 
their  anti-dandruff  as  well  as  their 
cream  shampoo,  breaking  away  from 
the  previous  "shaped  bottle"  in  favour 
of  a  "modern-style"  plastic  container. 

Finally  Suleo  lice  treatment  has 
been  reformulated  to  give  a  dark 
green  colour,  medicated  fragrance, 
and  improved  shelf  life.  The  packaging 
has  also  been  changed  to  give  a 
gloss  finished  carton  and  Jeyes  think 
these  changes  should  improve 
consumer  acceptance.  ■ 


9t;s  cBurhets  cfor 


ABCO 
CUT-A-  ROLLER 
and 

COMB  ROLLERS 


A.BURNET&CO  LTD 

WYCLIFFE  MILLS,  MOUNT  STREET, 
NEW  BASFORD,  NOTTINGHAM  NG7  7HX 
Teh  (0602)  781501 


There's  nothing 
like  a  Mason  Pearson 
for  sales-appeal . . . 

.  .  .  because,  quite  simply,  there's  nothing  like 

a  Mason  Pearson. 
That  functional  pneumatic  design  is  still  every 
bit  as  effective  as  when  Mason  Pearson  originated  it 
almost  a  century  ago.  And  with  it  comes  a  standard  of 
quality  and  craftsmanship  that  is  rarely  found  today. 

There  are,  in  fact,  no  other  hairbrushes  with 
quite  this  combination  of  efficiency  and  excellence  - 
a  combination  that  can  do  so  much  to  enhance  your 
prestige  and  expand  your  profits. 
So  -  in  more  ways  than  one  -  it's  rewarding  to  remember 
that  genuine  Mason  Pearson  brushes  are  as  much  in 
demand  as  ever. 

MASON  PEARSON 

JL    JL  JL-the  great  original. 

Retail  prices  from  £2.68  to  £15.84. 
Mason  Pearson  Ltd.,  157-160  Piccadilly,  London,  W1V  9DF. 
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Growth  predicted  for  pistol 
grips  and  hot  brushes 


Braun 

Roundstyler 


Although  haircare  appliances  are  not 
a  major  part  of  every  pharmacist's 
business  they  should  definitely  not  be 
ignored.  Pifco  point  out  that  in  real 
value  terms  the  price  of  a  hairdryer 
has  fallen  dramatically  in  the  last  ten 
years  and  is  therefore  becoming  even 
more  of  an  impulse  buy  line.  They 
think  there  is  little  or  no  brand  loyalty 
which,  if  true,  should  be  good  news 
for  the  retailer  not  wishing  to  stock 
every  brand. 

The  company  believes  that  the 
pistol  grip  hairdryer  and  hot  styling 
brush  sectors  are  expanding  with 
renewed  interest  being  shown  in 
heated  rollers  due  to  the  introduction 
of  travel  models.  Salon  dryers  and 
curling  wands  are  both  steady  sectors 
and  demand  for  styler  dryers  will 
continue  to  decrease  in  1981. 

Philips  must  agree  with  this  analysis 
as  they  have  recently  (C&D  April  11, 
p679)  introduced  three  new  pistol 
hairdryers  and  three  new  hot  brushes. 
The  hairdryers  are  all  lightweight  and 
easy-to-pack  with  two  heat  settings 
and  either  dual  voltage  or  a  folding 
handle  or  both.  The  hot  brushes  are 
named  Finesse  one,  two  and  four,  are 


suitable  for  all  voltages  between  100 
and  240v  and  have  one,  two  and  four 
styling  accessories,  respectively. 

The  hairdryers  are  being  supported 
with  a  voucher  booklet  worth  £45  in 
each  pack,  which  includes  savings 
from  Hertz  car  rentals,  Interflora, 
Sketchley  and  Victoria  Wine  among 
others. 

Braun  say  that  figures  for  the  total 
hand  held  dryer  market  were 
2,010,000  in  1979  and  2,070,000  in 
1980  which  can  be  broken  down  into 
1,700,000  pistol  grips  and  340,000 
stylers.  Figures  for  curling  tongs  and 
hot  brushes  are  combined  showing  that 
in  1979,  920,000  units  were  sold  and 
940,000  in  1980.  Their  own  Quickstyle, 


introduced  last  year,  took  a  19  per 
cent  share. 

Clairol  are  running  a  summer 
promotion  to  back  their  six  products 
designed  for  travellers  and 
holidaymakers.  They  have  designed  a 
package  of  POS  material  for  travel 
displays  to  tie  in  with  consumer 
advertising  in  May,  June  and  July. 

The  display  material  includes 
showcards  featuring  the  adverts, 
window  stickers  and  pack  crowners. 


New  packaging  has  been  introduced  for 
Braun's  roundstyler 

The  products  featured  in  the  adverts 
are  the  2  minute  hairsetter  and  1  for 
the  road,  1200w  hairdrier. 

Clairol  also  have  a  travel  display 
competition  for  retailers.  The  three 
retailers  who  stage  the  best  travel 
displays  will  get  a  14-day  holiday  for 
two  in  the  USA,  worth  £1500  with  a 
fly-anywhere  ticket.  Prizes  will  be 
awarded  for  the  best  American  travel 
theme,  the  best  general  travel  theme 
and  the  most  original  display. 


Promotions  and 
advertising 


Ashe  Laboratories  are  currently 
advertising  Vitapointe  conditioner  on 
Trident  television  and  will  have 
money-off  packs  for  the  conditioner, 
for  Set  and  Shine  setting  lotion  and 
for  Eugene  ten  day  set  throughout 
the  year. 

Beecham  Proprietaries-Toiletries  are 

investing  £7  million  in  advertising 
programmes  for  all  their  haircare 
brands  in  1981. 

Bristol-Myers  are  currently  promoting 
the  Natural  Balance  range  with 
colour  leaflets  which  explain  the 
"self-balancing"  story  and  offer  a 
£2.30  reduction  on  a  leotard  plus  a 
lOp  off  coupon  for  immediate 
redemption  on  next  purchase. 
Elida  Gibbs  have  a  promotional 
budget  of  £6  million  for  1981  for 
their  complete  hair  group. 
French  of  London  are  offering  the 
readers  of  Woman  magazine,  in  the 
May  14  issue  two  free  sachets  of  their 
olive  oil  cream  shampoo  plus  a  25p 
voucher  to  be  redeemed  against  any 
French  of  London  product,  other  than 
sachets.  Pharmacies  ordering  olive  oil 
cream  shampoo  are  being  offered  an 
additional  5  per  cent  discount  on  their 
complete  order  until  the  end  of  May. 


Johnson  &  Johnson  say  their  baby 
shampoo  will  be  backed  by  full 
promotional  support  including 
regional  television  advertising. 
Johnson  Wax  say  they  Will  support 
Agree  both  above  and  below  the 
line  in  1981  with  advertising  in 
women's  magazines  and  on  television 
included  in  the  programme. 
Reckitt  &  Colman  are  supporting  the 
relaunched  Supersoft  range  with  a 
£1.1  million  advertising  spend 
including  a  television  campaign, 
record  promotion  and  sampling  and 
a  computer  haircare  service  in 
women's  magazines.  Extra  content 
packs  will  be  available  until  June 
and  again  in  August  and  September. 
Vidal  Sassoon  say  they  are  backing 
the  3-step  regime  with  over  £1  million 
including  advertising  on  national 
television,  radio,  and  in  women's 
magazines.  A  full  pharmacy 
promotional  programme  has  been 
planned  with  new  merchandising 
material  and  special  packs  available 
together  with  a  sampling  programme. 
Wella  have  a  £1  million  spend  fo'r 
their  new  conditioner  range. 
A  national  television  campaign  is 
running  throughout  this  month  and 
will  be  supported  by  advertisements 
in  Company,  Cosmopolitan,  She,  19, 
Woman's  Journal,  Women's  World, 
Over  21  and  Honey  from  June  to 
October. 
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Clairol  colourants  relaunched 
with  modern  hair  styles 


Clairol  are  relaunching  Loving  Care 
and  Borne  Blonde  with  new  designs 
that  feature  contemporary  hair  styles. 
The  products  have  been  on  the 
market  for  several  years  and  Clairol 
say  that  the  packs  did  not  reflect 
changing  consumer  attitudes  to  hair 
colourants. 

Nigel  Plumpton,  product 
manager,  says:   "The  relaunched 
packs  of  Loving  Care  with  the  new 
'impactful  graphics  will  strengthen 
the  brand  well  beyond  its  current  5 
per  cent  brand  share  of  the  colourant 
market.  Today  one  in  four  women 
colour  their  hair  with  40  per  cent 
buying  colourants  specifically  to  cover 
grey  hair."  Recent  research  has 
shown  that  the  decision  to  go  blonde 
is  predominant  between  the  18-25 
year  olds  and  Clairol  say  that  the  new 
packs  of  Born  Blonde  have  been 
designed  to  capture  the  lifestyle  often 


Henna  range  from 
French  of  London 

French  &  Scott  have  added  five  new 
hair  preparations  to  their  French  of 
London  range. 

There  are  four  shampoos  for 
specific  types  of  hair  (normal,  dry, 
greasy  and  medicated)  and  a 
conditioner — all  containing  natural 
henna.  Packaging  is  in  eliptical  shaped 
bottles  in  astralux  cartons  (230ml, 
£1.45),  and  in  coloured  plastic 
sachets  (£0.25).  French  &  Scott  Ltd, 
717  North  Circular  Road,  London 
NW2  7AL.  ■ 


associated  with  being  blonde. 

The  company  is  supporting  the 
relaunch  with  a  consumer  promotion 
under  the  theme  of  "Golden 
opportunities"  and  say  there  will  foe 
substantial  prizes  of  gold  jewellery. 
Bristol-Myers  Co  Ltd,  Station  Road, 
Langley,  Slough,  Berks  SL3'  6EB.  ■ 


Away  with  grey 

hair  in  one 
easy  application 


And  away  with 
some  of  your  profit 
too  if  you  don't 
stock  Evanol ! 

Advertised  in 
women's  magazines 
Available  from  70 
wholesalers  in  the  UK 

OR  DIRECT  FROM 

Benton  Beauty  Products  Limited, 
Elvvood  Street,  London  N5  1EE 
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Millions  of  bottlesl 
sold  since  1938 


TABLETS 

have  moved 

This  well  known  product  is  now  part  of  the  Strenol  range  of 
products  being  distributed  for  Strenol  by  Farillon  Ltd., 
Bryant  Avenue,  Romford,  Essex  RM3  OPJ. 
(Tel:  lngrebourne71136). 

@P tablets  will  continue  to  be  available  from  your  usual 
wholesalers  and  for  further  information  please  contact 

Farillon  Ltd. 

 Strenol  Products  Ltd. 

London  NW117TH 
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Trichological  prescriptions 
for  individual  treatment 


Trichological  prescriptions  are  a  new 
range  of  shampoos  and  conditioners, 
developed  by  a  tricho'logist,  to  provide 
a  treatment  system  for  individual 
scalp  and  hair  problems. 

There  are  six  shampoos  (100ml, 
£1.96) — for  greasy  hair,  greasy  hair 
with  dandruff,  dry  brittle  hair,  normal 
or  slightly  greasy  hair,  dry  scalp  and 
hair,  and  for  normal,  frequently 
washed  hair.  The  three  conditioners 
(100ml,  £2.14)  include  one  for  fine 
hair,  one  for  medium  to  coarse  hair 
and  an  anti-static  finishing  rinse 
concent/ate  for  normal  or  flyaway 
hair. 

A  product  leaflet  includes  a 
diagnosis  chart  where  the  correct 
shampoo  and  conditioner  combination 
can  be  identified.  Packaging  is  in 


"clinical"  white  boxes  with  black 
italic  print.  Trichological  Prescriptions, 
224  Munster  Road,  London  SW6.  ■ 


Comb  counter  stand 
for  Lady  Jayne 

A  metal  display  stand  holding  72 
assorted  side  combs  has  been  added  to 
the  Lady  Jayne  range.  It  is  18ins  high 
and  7ins  in  diameter  and  is  said  to  be 


■  ."V  ;i 

ideal  for  shelf  or  counter  displays. 

When  ready  assembled  and  stocked 
in  a  variety  of  colours  it  costs  £12.30 
(trade)  but  for  a  specially  requested 
assortment  Laughton  &  Sons  will 
supply  a  free  stand  with  every 


purchase  of  six  display  strips  of  side 
combs.  Laughton  &  Sons  Ltd, 
Warstock  Road,  Birmingham.  ■ 

Addis  additions 

Addis  are  introducing  two  more 
brushes  into  their  hairdresser  range. 
The  classic  extra  (£1.85)  is  a  larger 
nine-row  version  of  their  all-purpose, 
nylon  quill  classic  brush  and  is 
described  as  an  ideal  hairdressing  tool 
for  an  even  Wider  range  of  styles  and 
lengths  of  hair. 

The  second  one  is  a  handbag  size 
vent  angle  brush  (£1.15).  Like  the 
original  vent  angle  it  is  designed 
with  rondated  tufts  to  give  deep 
penetration  into  the  hair  and  the 
vented  design  increases  airflow  to 
speed  drying. 

Addis  say  they  are  the  brand 
leader  in  hairbrushes  going  through, 
retail  pharmacies,  selling  40  per  cent 
of  the  eight  million  sold  every  year. 
Addis  Ltd,  Brushworks,  Ware  Road, 
Hertford.  ■ 

Colourants  guide 

Silvikrin  have  produced  a  leaflet 
called  "The  Shaders  &  Toners  hair 
colouring  guide"  to  help  the  home 
user  understand  how  different 
products  work.  Copies  from  Shaders  & 
Toners  Guide,  Silvikrin  Laboratories, 
Brentford,  Middlesex.  ■ 


Fashion  colours  for 
hair  decorations 

Eugene  are  launching  a  range  of  adult 
hair  decorations  specifically  designed 
to  meet  the  needs  of  a  rapidly 
changing  fashion  market,  in  which 
ideas  and  colours  are  constantly  being 
up-dated.  The  colours  of  the  24 
different  items  (£0.55  to  £1.30)  will 
therefore  be  changed  regularly  to 
co-ordinate  with  the  latest  fashion 
trends.  Currently  the  range  includes 
summer  colours  of  bright  yellow,  red, 
orange  and  green,  as  well  as  deep 
pink,  brown  and  blue. 

The  range  is  not  limited  to  hair 
but  includes  such  items  as  earrings, 
and  bangles.  The  accessories  are 
supplied  on  a  display  stand  which 
enables  them  to  be  retailed  on  the 
counter. 

Cynthia  Pease,  senior  product 
manager,  Ashe  Laboratories,  says: 
"Over  the  last  two  years  the  market 
for  hair  decorations  and  accessories  has 
expanded  rapidly  and  is  now  estimated 
to  be  worth  £18  million,  excluding  pins 
and  grips.  During  the  test-marketing 
period  we  found  the  most  popular 
items  to  be  the  3-ring  barette  (£0.55) 
and  earrings  (£0.75),  the  filigree 
barette  (£0.90)  and  the  Bo  Derek  bead 
hairgrip  (£0.75).  Beads  are  particularly 


popular  and  an  increasing  number  of 
new  hair  looks  incorporate  them." 

Eugene  hair  thicker  has  been 
repackaged  in  a  100ml  bottle  (£0.81) 
which  features  a  redesigned  label,  and 
replaces  the  85ml  size.  Ashe 
Laboratories  Ltd,  A  she  tree  Works, 
Kingston  Road,  Leatherhead,  Surrey.  ■ 
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Excommunication 
by  PSNC?  

The  City  and  East  London  Local 
Pharmaceutical  Committee  met  on 
April  14  to  discuss  the  proposed 
withdrawal  of  services.  The  PSNC  was 
informed  on  April  15  of  the  meeting's 
decision  which  was — on  the  grounds 
that  the  original  decision  had  been 
taken  by  a  ballot  of  contractors — that 
this  decision  could  only  be  reversed 
legally  by  a  further  ballot  of 
contractors.  The  ballot  would  be  held 
immediately. 

A  ballot  obviously  takes  time. 
In  spite  of  this  the  PSNC's  letter  to 
contractors  notifying  the  immediate 
withdrawal  of  services  was  sent  only 
one  day  after  they  had  been  notified 
of  the  Committee's  decision. 

The  payment  of  PSNC  levy  raises 
a  number  of  questions  to  which  any 
person  interested  in  democracy  would 
require  to  know  the  answers:  — 
1.  Is  it  legal  to  deduct  PSNC  levy 
from  the  pay  packets  of  individual 
contractors  merely  on  the  say-so  of 


Local  Pharmaceutical  Committees? 
Many  committees,  I  believe,  do  not 
even  discuss  the  issue. 

2.  Is  it  legal  to  deduct  this  levy  on  the 
basis  of  a  majority  decision  of 
contractors — the  method  used  by  the 
City  and  East  London  LPC  after  the 
original  ballot? 

3.  Should  the  deductions  only  be 
made  from  individual  contractors  on 
their  specific  agreement — the  method 
adopted  by  West  Glamorgan  where  I 
believe  some  26  out  of  100  pharmacies 
(ie  17  contractors)  do  not  pay  PSNC 
levy?  The  remainder  pay  the  whole 
levy  so  in  effect  pay  more. 

Where  deductions  are  made,  it 
should  only  be  on  a  monthly  basis,  as 
repayments  are  only  made  monthly. 
There  is  no  logic  in  hard-pressed 
contractors  giving  loans  to  the  DHSS. 

Is  the  non-payment  of  PSNC  levy 
unfair  to  other  contractors  throughout 
England  and  Wales?  The  answer  is 
— financially  yes,  but  when  this  is 
spread  over  10,000  contractors  and 
300,000,000  prescriptions,  the  effect 
is  minimal  and  obviously  we  would  be 
happy  to  make  any  financial 


adjustment  necessary. 

The  "big  dipper"  articles  by 
lohn  lies,  published  in  C&D,  proved 
that  such  payments  were  grossly  unfair 
financially  to  many  contractors.  This 
article  was  published  months  ago  and 
to  my  knowledge  its  authenticity  has 
been  agreed  by  the  PSNC.  There  is 
certainly  no  rush  to  rectify  this 
financial  disaster.  Just  one  more  item 
proving  that  PSNC  sometimes  pursues 
double  standards  to  make  a  point  in  its 
favour.  Penny  wise  but  pound  foolish. 

Apart  from  this  minor  financial 
adjustment,  the  steps  taken  by  the 
PSNC  require  further  examination. 
The  PSNC  draws  its  salaries  and 
running  costs  from  the  government 
via  the  DHSS.  To  be  successful 
negotiators  in  contractors'  interests, 
the  committee's  members  have  to  bite 
the  hands  which  feed  them.  Some  of 
us  believe  they  are  not  very  hungry. 
Their  appetite  could  be  greatly 
improved  and  stimulated.  The  PSNC 
services  should  be  "free''  to  all 
contractors  as  they  are  paid  for  by 
the  DHSS  and  they  should  not  be 

Continued  on  p864 
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dependent  on  the  bizarre  deductions/ 
repayments  of  PSNC  levy.  Surely  they 
are  part  of  our  individual  contract  and 
I  would  query  the  right  of  the  PSNC 
to  give  them  to  some  and  withhold 
from  others.  All  very  complex  indeed. 

Typically  the  PSNC  has  decided  on 
half  measures  even  on 
"excommunication."  It  still  intends  to 
negotiate  with  the  DHSS  on  our  behalf. 
Surely  the  continuation  of  this 
ongoing  complex  service  will  also 
require  some  financial  adjustment 
— however  slight  it  might  be. 

If  the  PSNC  has  this  power 
regarding  services,  surely  we  also  have 
the  right  to  be  free  to  look  elsewhere 
for  some  organisation  to  negotiate  and 
act  fully  on  our  behalf  and  not 
selectively  as  now  proposed  by  PSNC. 

The  PSNC  clearly  stated  that 
certain  proposals  put  forward  by 
Dr  Vaughan  at  the  conference  of 
Local  Pharmaceutical  Committees 
really  meant  the  unilateral  tearing  up 
by  the  Government  of  the  existing 
contract.  Some  contractors  say  "the 
sooner  the  better."  Why  don't  the 
PSNC  put  the  "pros  and  cons"  of  this 
suggestion  to  contractors?  Then  we 
could  hold  a  referendum  which  would 
be  binding  on  the  PSNC. 
George  Baxter 
Plaistow  El 3 

A  PSNC  spokesman  comments:  The 
LPC  levy,  which  includes  the  levy 
payable  to  the  PSNC,  is  collected  by 
LPCs  after  asking  contractors  to  sign 
a  mandate  agreeing  to  make  the 
payment,  which  is  then  deducted  by 
the  FPC  at  source.  The  majority  of 
LPCs  collect  the  levy  on  a  voluntary 
basis  and  your  correspondent  is 
incorrect  to  suggest  that  many 
committees  do  not  even  discuss  the 
matter.  In  areas  where  individual 
contractors  refuse  to  pay,  the  NHS 
(Amendment)  Act  1949  empowers  the 
FPC,  at  the  LPCs  request,  to  deduct 
from  contractors — on  a  statutory  basis 
— the  whole  of  the  levy  attributable  to 
the  LPC  plus  about  83  per  cent  of  the 
levy  that  is  passed  on  to  the  PSNC. 
The  remaining  17  per  cent  relates  to 
the  PSNC's  negotiating  expenses  which 
are  not  collectable  on  a  statutory  basis. 

In  effect  it  is  not  the  PSNC  which 
extracts  the  money  but  the  LPC, 
which  then  decides  whether  to  pay  it 
to  PSNC.  The  Department  reimburses 
the  whole  of  the  levy  on  an  average 
basis,  regardless  of  whether  the 
payments  are  statutory  or  voluntary. 
PSNC  wants  the  levy  to  remain 
voluntary  so  that  it  can  feel  free  to 
use  the  money  as  it  wishes,  in 
consultation  with  the  LPCs,  rather 
than  be  beholden  to  the  Department. 

The  "big  dipper"  anomaly  is 
currently  under  negotiation  with  the 
Department.  ■ 


An  improving 
rural  service 


We  would  like  to  comment  on 
Mr  R.  D.  Dudley's  letter  (C&D, 
April  24).  Mr  Dudley  says  that  if  we 
wish  to  eliminate  doctor  dispensing  we 
have  to  be  prepared  to  offer  a  full 
pharmaceutical  service  to  every  man 
woman  and  child  in  the  country 
"as  presumably  the  doctor  dispensing 
service  does". 

Let  us  ask  ourselves  some  pertinent 
questions:  — 

1.  Are  patients  who  need  medical 
supplies  in  rural  areas  asked  to  collect 
their  medicine  from  the  surgery  or 
does  the  doctor  deliver  the  medicine 
himself?  When  doctors  call  on  a 
patient  in  rural  areas  do  they  supply 
the  medicine  on  the  spot  or  is  the 
patient  asked  to  call  for  it  at  the 
surgery  where  it  will  be  supplied  by 
an  unqualified  and  unsupervised 
assistant?  This  is  surely  not  the  service 
that  any  pharmacist  could  possibly 
suggest  as  being  acceptable. 

2.  Does  doctor  dispensing  mean  that 
rural  pharmacists  are  unable  to  engage 
a  second  pharmacist  because  of  the 
limiting  number  of  prescriptions? 
Would  a  second  pharmacist  not  be  the 
answer  to  many  of  the  problems  raised 
by  Mr  Dudley?  It  might  well  fee 
possible  to  have  pharmaceutical  cover 
for  24  hours  a  day,  365  days  of  the 


year,  if  there  were  sufficient  means  to 
earn  more. 

3.  Urgent  cases  are,  of  course,  covered 
to  a  large  extent  by  the  permission 
being  granted  to  supply  24  hours' 
treatment. 

The  whole  situation  as  it  exists 
today  militates  against  the 
improvement  of  a  rural  pharmaceutical 
service  because  pharmacies  are  not 
given  the  whole  of  their  patch  to 
administer.  Clothier  has  in  fact 
instituted  a  standstill  both  on  the 
numbers  of  patients  a  rural  pharmacist 
can  provide  a  pharmaceutical  service 
to,  and  on  the  improvement  of  that 
very  service. 

We  feel  that  Mr  Dudley  is  right  in 
pointing  out  the  problems  of 
eliminating  doctor  dispensing,  but 
surely  an  improvement,  even  a  gradual 
one,  would  be  a  better  alternative, 
rather  than  simply  accepting  the 
present  situation  because  we  can't 
offer  overnight  a  100  per  cent  cover. 
It  is  essential  that  rural  pharmacists 
show  their  willingness  and  eagerness  to 
put  themselves  out  to  provide  a  service 
which  will  show  improvements  on  the 
present  set-up,  and  which  promises  a 
service  in  the  future  that  will  aim  at 
Mr  Dudley's  ambitious  target.  Only 
when  we  can  show  our  willingness  to 
work  towards  these  aims  can  we  expect 
a  hearing  from  the  DHSS  and  the 
BMA.  Before  achievement  of  our 
ultimate  aim  there  is  much  work  to 
be  done,  sorting  out  the  bias  and 
anomalies  which  are  so  unfair  to  the 
rural  pharmacist. 


Confidential:  Return  to  RPA,  8  High  Street,  Wiveliscombe,  Taunton, 
Somerset 

Name  Business  address 

1.  My  business  is/is  not  affected  by  nearby  dispensing  doctor/s 

2.  I  would/ would  not  be  prepared  to  assist  the  RPA  in  compiling  data  on 
doctor  dispensing 

3.  Please  give  details  of  the  number  of  practices,  doctors  and  dispensing 
assistants  employed  which  infringe  on  the  catchment  area  of  your 
pharmacy 

Practice  No  No  of  doctors  No  of  assistants 

1. 

2. 

3. 

4. 

4.  Can  you  estimate  the  number  of  prescriptions  dispensed  by  doctors  in 
your  area,  and  if  so  break  this  figure  down  by  practice 

5.  If  doctor  dispensing  was  stopped  in  your  area  would  you  be  willing  and 
able  to  cope  with  the  increased  volume  in  the  following  respects 

a.  Premises — adequate/inadequate 

b.  Staff — adequate/inadequate 

c.  Delivery  service — possible/not  possible 

6.  If  you  had  to  provide  an  "on-call"  service  would  you  be  able  to  arrange 
a  rota  with  a  nearby  pharmacist  Yes/No 

If  No  would  you  be  willing  to  employ  another  pharmacist  Yes/No 
able  to  employ  another  pharmacist  Yes/No 

7.  I  wish/do  not  wish  to  become  a  member  of  the  RPA 

8.  If  yes,  I  would  be  willing  to  make  a  contribution  to  the  funds 


U4 
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BUSINESS  NEWS 


Backlog  of  funds  gives 
DITB  £14m  to  disperse 


We  attach  to  this  letter  a 
questionnaire  which  we  feel  will 
provide  us  with  very  useful  information 
as  to  how  our  rural  pharmacists  will 
cope,  given  the  chance  to  cater  for 
all  the  pharmaceutical  needs  of  their 
communities.  We  would  ask  all  rural 
pharmacists  to  spend  an  hour  in 
digesting  the  implications  of  these 
questions  and  to  send  us  their  very 
valued  opinion. 
Mervyn  Madge 
John  Davies 

Rural  Pharmacist  Association, 
8  High  Street, 
Wiveliscombe,  Taunton, 
Somerset 

Sample  case  

I  read  your  "Postcript"  (on  a  sample 
of  Solpadeine  supplied  to  a  patient  by 
a  dispensing  doctor)  with  interest. 
I  trust  the  sample  will  be  forwarded 
to  the  relevant  Family  Practitioner 
Committee. 

Far  too  often  there  is  excellent 
anecdotal  evidence  of  this  sort  of 
"misdemeanor,"  but  regrettably  for 
our  rural  colleagues,  witnesses  cannot 
be  found  who  can  stand  up  before  an 
investigation.  It  is  generally  only  by 
relying  on  dumb  evidence,  such  as 
that  provided  by  our  friend  in  the 
West  Midlands,  that  a  case  can  be 
made  for  an  investigation  into  such 
matters. 

One  of  the  reasons  for  the  Drug 
Testing  Scheme  was  to  make  certain 
that  pharmacists  were  supplying 
medicaments  which  were  up  to  the 
standards  paid  for  by  the  NHS;  a  few 
such  cases  as  your  West  Midlander 
brought  forward,  properly  documented 
and  accepted,  and  the  medical 
profession  would  have  no  choice  but  to 
accept  some  form  of  quality  control. 
And  if  that  proves  that  corners  are 
being  cut,  well  perhaps  some  doctors 
will  be  a  little  less  keen  to  do  someone 
else's  work. 
Miall  E.  James 
Benfleet,  Essex 
Other  letters  on  pp851-852 


Conference  Pride 

Unichem's  Pride  computers  are  being 
used  to  control  booking  reservations  of 
the  1,300  delegates  at  the  118th 
British  Pharmaceutical  Conference,  to 
be  held  at  Brighton. 

The  Pride  computers  will  be  used  to 
control  delegate  reservations, 
including  optional  excursions, 
accommodation,  evening  functions  and 
compiling  requests  for  special  diets. 

Dr  John  Pickett,  one  of  the 
organisers,  says  Unichem's  involvement 
has  reduced  the  volume  of  work  and 
increased  accuracy  and  flexibility: 
"Organising  a  conference  this  size  is 
quite  frightening,  additional  facilities 
which  were  impractical  have  now  been 
made  possible  .  .  ."  ■ 


The  Distributive  Industry  Training 
Board  has  revealed  its  plans  for 
1981-82  and  a  massive  £14  million  is 
being  offered  to  facilitate  companies 
training  programmes. 

Over  the  past  three  years,  more 
money  has  been  on  offer  than  has 
been  taken  up  and  this  has  resulted  in 
an  accumulation  of  funds.  While  only 
£4m  will  be  levied  during  this  period, 
an  extra  £10m  is  being  made  available. 
Last  year  some  £7m-£8m  was  offered, 
but  only  £5m  taken  up. 

The  Board  says  that  during  times  of 
recession  training  may  be  at  the 
bottom  of  priorities,  so  this  is  the  ideal 
time  to  offer  the  extra  cash — "it  is 
now  up  to  the  companies  to  take 
advantage  of  this". 

The  DITB  are  encouraged, 
however,  that  this  year  may  see  an 
increase  in  the  level  of  uptake  as 
those  firms  determined  to  maintain 
training  look  around  in  greater  depth 
for  grants.  Over  1980  there  was  a 
"significant  acceleration"  in  take  up, 
especially  over  the  last  three  months. 

One  major  change  being  made  is 
in  the  levy  exemption  scheme,  which 
this  year  lays  much  more  emphasis  on 
"getting  the  training  done",  and 
companies  will  now  get  only  50  per 
cent  remission  for  planning  their 
training  and  installing  the  appropriate 
systems,  instead  of  last  year's 
70  per  cent.  For  full  exemption  they 
will  be  required  to  prove  that  the 
planned  training  was  completed. 

Youth  opportunities  and  job  skills 
figure  prominently  in  the  grants 
offered.  The  "urgent  national  need" 
for  career  opportunities  for  young 
people  is  behind  the  Board's 
introduction  of  two  big  new  incentives 
for  the  recruitment  and  training  of 
16  to  25  year  olds.  One  is  a 
New  Entrant  Traineeship  scheme  to 
establish  basic  training  standards  for 
the  most  common  occupations  in  the 
industry  including  those  of  selling  and 
clerical.  This  year  there  are  1.000  grants 
of  up  to  £2,240  but  it  is  hoped, 
eventually,  that  all  young  entrants  to 
the  industry  will  go  through  the 
scheme. 

The  other  major  incentive  for  the 
recruitment  of  more  young  people  is 
the  reintroduction  of  the  Premium 
Grant  scheme.  A  direct  trade  recession 
measure,  the  scheme  offers  2.000  grants 
of  £1,500  each  for  16  to  19  year  olds 


to  give  them  training  and  associated 
education,  particularly  in  occupations 
where  there  are  no  generally  recognised 
standards. 

The  Board's  Key  Training  grants 
"package"  also  includes  two  new 
incentives,  one  for  the  training  of 
buyers  and  the  other  for  management 
development,  as  well  as  increases  in 
other  areas.  In  a  key  grant  allocation 
of  over  £4m,  nearly  half  will  be 
directed  at  the  new  grants. 

For  buying  training,  aid  is  offered 
in  respect  of  both  new  and  established 
people,  and  to  encourage  the 
development  of  middle  and  senior 
managers.  A  firm,  depending  on  the 
size  of  its  workforce,  may  get  up  to 
£30,000. 

The  Board  has  renewed  and 
increased  the  value  of  a  number  of 
its  remaining  grants  which  cover 
further  education,  skills  shortages, 
training  aids  and  group  training  and 
trade  association  support. 

Currently  awaiting  approval  is  a 
proposal  for  a  training  levy  of  0.7  per 
cent,  with  firms  of  less  than  10 
employees  or  a  pay  roll  of  less  than 
£30,000  a  year  not  having  to  pay.  ■ 

Closure  /  warning 
from  chairman  

A  warning  to  industry  that  they  must 
look  "above  the  level  of  the  till"  as 
far  as  training  is  concerned,  has  been 
made  by  the  chairman  of  the  DITB. 

Following  a  Government  pledge 
last  week  that  its  intention  is  to  end 
compulsory  training  arrangements  for 
companies  wherever  possible  (C&D, 
last  week,  p816),  Mr  John  Phillips  said 
at  the  London  Press  conference  to 
launch  their  1981  initiatives  (see  above) 
that  "industry  must  beware." 

A  number  of  companies  and  trade 
associations  within  the  scope  of  DITB 
have  come  out  in  favour  of  dissolution 
of  the  Board — this  does  not  include 
NPA— but  Mr  Phillips  says  the 
decision  must  involve  more  than  the 
money  concerned.  On  asking  those 
who  wished  to  see  the  Board  go,  what 
and  how  will  the  vaccum  be  filled  he 
said  DITB  had  met  a  "deafening 
silence"  from  trade  associations  and 
he  firmly  believed  "there  must  be 
government  initiatives".  ■ 

More  Business-  News  overleaf 
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Close  vote  by 
grocers  on 
Sunday  trading 

A  majority  of  independent  grocers 
want  to  open  on  a  Sunday,  according 
to  a  recently  carried  out  poll, 
although  voting  was  close.  Of  the  807 
respondents,  425  were  in  favour  of 
Sunday  trading,  and  382  against. 

The  survey  was  carried  out  by  a 
voluntary  group  for  independent 
grocers,  and  also  revealed  that  the 
majority  of  them  are  not  able  to 
interpret  the  complexity  of  the  present 
regulations  governing  Sunday  trading. 
Only  one-third  of  those  in  favour  of 
changes  fully  comprehended  the 
current  legislation,  while  of  those 
against,  only  half  claimed  to 
understand  them. 

Concerning  the  extra  operating 
costs  involved,  47'8  claimed  that  they 
could  afford  to  open  on  Sunday,  and 
304  indicated  they  could  not.  Those 
in  favour  of  Sunday  opening  were  also 
fairly  evenly  divided  as  to  whether 
trading  should  be  confined  to  just  the 
morning,  or  cover  the  whole  day. 

The  Voluntary  Group  Association, 
which  polled  all  its  17,000  members, 
also  says  there  were  further 
"differences  of  opinion"  on  whether 
all  products  should  be  on  sale  or  just 
fresh  produce.  Commenting  on  the 
results  of  the  survey,  Len  Jackson, 
director  of  VGA,  says:  "It  is  a  little 
disappointing  in  so  far  that  one  hoped 
for  a  firmer  indication  on  what  to  do 
about  Sunday  opening  legislation." 

A  survey  carried  out  by  C&D 
among  its  readership,  in  early  1979, 
showed  that  83  per  cent  of  those 
replying  were  against  Sunday  trading 
— 45  per  cent  saying  they  would  never 
open  on  a  Sunday,  even  if  legislation 
allowed  it.  The  National  Chamber  of 
Trade  are  currently  balloting  their 
membership. 

Proposals  aimed  at  providing  a 
more  rational  basis  for  Sunday 
opening  are  currently  under 
consideration  by  the  Home  Office  and 
an  announcement  is  expected  in  the 
near  future.  ■ 

Retailers  thought 
of  as  'inferior' 

Retailers  are  unfairly  discriminated 
against  and  often  considered  to  be 
"inferior"  to  others  in  the  commercial 
chain,  according  to  the  secretary  of 
the  National  Chamber  of  Trade. 

Speaking  at  the  National  Market 
Traders  annual  conference  in 
Blackpool,  this  week,  Mr  Alwyn 


Stubbs  said:  "Retailers  are  probably 
the  most  statutorily  controlled  section 
of  the  community  largely  because  of 
the  successful  pressure  put  on 
successive  governments  by  the 
consumer  lobbies.  There  appears  to  be 
a  widespread,  long-standing  form  of 
snobbery  towards  what  civil  servants 
describe  as  'dealers'  or  'people  in 
trade'  .  .  .  There  is  still  a  formidable 
number  of  politicians  who  believe 
people  who  make  things  to  be  in  some 
way  superior  to  those  who  sell  things." 

He  blamed  all  major  political 
parties  for  a  lack  of  action  to  support 
retailers,  and  said  the  time  has  come 
"for  Government  and  departments  to 
re-appraise  their  view  of  the  role  and 
plight  of  those  engaged  in  the  retail 
trades".  ■ 


New  40-  and  35-year  service  veterans  at 
last  week's  annual  dinner  for  A&H 

A&H  on  top 

Since  November  1980  Allen  and 
Hanburys'  turnover  in  etbicals  has 
been  the  highest  in  the 
pharmaceutical  industry,  according  to 
statistics  produced  by  Inter-continental 
Medical  Statistics  Ltd. 

The  news  was  given  to  the 
company's  long-serving  personnel  at 
the  annual  dinner  of  the  Veterans 
Association  last  week  by  Mr  R.  D. 
Smart,  Glaxo  Group  industry  and 
general  affairs  director.  Some  251 
veterans  attended  the  dinner,  out  of 
the  association's  membership  of  473. 


Tories  accused  of 
'crocodile  tears' 


The  Government  was  heavily  criticised 
this  week  at  the  Union  of  Shop, 
Distributive  and  Allied  Workers 
conference  for  "using  unemployment 
to  attack  working  people." 

Speaking  in  Blackpool,  Sydney 
Tierney,  president,  said:   "The  Tories 
diminish  human  dignity  as  they 
degrade  those  least  able  to  protect 
themselves.  And  as  the  Party  of 
unemployment  sheds  its  crocodile 
tears,  they  tear  away  our  living 
standards  with  crocodile  teeth". 

He  also  believed  that  some 
employers  were  "quite  deliberately" 
using  the  recession  as  an  excuse  to 
take  unpalatable  measures,  "which 
they  now  think  they  can  get  away 
with".  And  he  warned  that  where 
redundancy  decisions,  "fell  short  of 
the  measure  of  responsible  behaviour, 
USDAW  will  be  as  militant  as  the 
next".  Earlier,  last  month,  the  union 
announced  its  plans  to  lobby  for  a 
minimum  wage  of  £80  for  a  35  hour 
week  (C&D,  April  18,  p760). 

Mr  Tierney  also  reported  that 
USDAW  had  lost  some  20,000 
members  in  1980,  but  added  that  other 
unions  had  suffered  worse. 
□  Chemical  process  workers  have 


rejected  a  6.4  per  cent  pay  offer  from 
the  Chemical  Industries  Association. 
Talks  continued  as  C&D  went  to 
Press.  A  further  rejection  of  a  pay 
offer  came  from  the  130,000  co-op 
workers.  An  offer  of  1\  per  cent  from 
the  Retail  Co-operative  Employers  has 
been  rejected,  and  USDAW  has 
requested  an  early  meeting.  ■ 

URPI  reconstituted 

Following  a  rescue  plan  for  the  Unit 
for  Retail  Planning  Information,  the 
organisation  has  now  been 
reconstituted  as  a  private  company 
and  will  continue  to  run  along  similar 
lines  as  before. 

Created  in  1975  as  a  non-profit 
making  company  by  joint  initiative  of 
the  government,  distributive  trades 
and  local  authorities,  URPI  recently 
ran  into  trouble  following  a  lack  of 
firm  contracts  and  support  required  to 
maintain  financial  independence. 

Following  a  decision  by  the  council 
of  the  unit  that  the  company  should 
cease  trading,  it  has  now  been  agreed 
to  transfer  certain  assets,  and  the 
name,  to  a  private  company.  This  will 
be  run  by  the  previous  director, 
Bryan  Wade,  who  will  continue  to 
operate  from  the  same  address  and 
provide  information  services.  ■ 

More  Business  News  overleaf 
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Kingswood  go 
for  size 

The  health  products  trading  division 
of  Booker  McConnell  Ltd  earned  an 
attributable  pre-tax  profit  of  £2. 9m 
against  £2. 5m  in  1979.  Divisional  sales 
rose  21  per  cent  to  £63m  (C&D, 
April  11,  p714). 

In  this  sector,  Booker 
pharmaceuticals  profits  "improved 
appreciably",  says  the  company, 
"largely  due  to  a  25  per  cent  sales 
increase,  continuing  tight  expense 
control  and  improved  margins." 
Computerised  stock  control  has  been 
established  at  both  its  depots,  and  the 
Kingswood  chain  continued  to  buy 
new  premises — now  at  118  (121) — 
while  closing  down  "smaller 
unprofitable  ones." 

Health  foods  increased  sales  by  22 
per  cent,  but  pre-tax  profits  were 
affected  by:  "...  difficult  trading 
conditions  for  Holland  &  Barrett  retail 
chain,  operating  losses  in  Newman 
Turner  publications  and  much  higher 
interest  rates".  There  are  now  142 
(140)  retail  health  food  shops  in  the 
UK. 

In  October  the  wholesale  division 
launched  the  health  food  trade's  first 
symbol  trading  group — Realfare — 
which  has  so  far  attracted  167 
members.  ■ 


Energy  costs  hint 

If  the  Government  is  able  to  take  any 
further  measures  to  cut  energy  costs, 
they  are  likely  to  be  confined  to 
major  users  of  electricity  such  as  the 
chemical  industry. 

A  broad  hint  that  the  Government 
is  considering  the  possibility  of  action 
along  these  lines  was  given  in  the 
Commons  on  Monday  by  Mr  David 
Howell.  Energy  Secretary.  The 
difficulties  facing  chemical 
manufacturers,  particularly  in 
meeting  competition  from  French  and 
other  continental  companies  who  have 
the  benefit  of  much  lower  electricity 
prices,  was  again  stressed  by  MPs 
from  both  sides  of  the  house. 

Mr  Howell  acknowledged  that  a 
minority  of  industrial  users  faced 
considerable  disparaties  in  relation  to 
their  continental  competitors  and 
stressed:  "I  should  like  those  to  be 
overcome".  ■ 


Briefly 

■  De  Monchy  Aromatics  Ltd  have 
moved  their  offices  to  28  Litchfield 
Street,  London  WC2H  9NJ;  telephone 
01-379  6290/6687;  cables  Demonchy 
London  WC2;  telex  27985.  The  offices 
Will  be  temporarily  shared  and  the 


current  telex  answerback  is  Leg  G. 
Warehouse  and  laboratories  facilities 
are  for  the  time  being  remaining  at 
Kingston-upon-Thames. 
■  United  Glass  Containers  Ltd, 
have  published  a  revised  sales/ 
reference  catalogue  of  their  products 
for  the  pharmaceutical  trade.  For  the 
first  time,  a  table  of  "stipulated 
uses"  is  included. 


Appointments 


■  Barclay  &  Sons  Ltd:  Mr  Andrew 
Brochwicz-Lewinski  became  managing 
director  on  May  1.  Previously  deputy 
managing  director,  he  joined  the 
company  last  September. 

■  E.  Moss  Ltd:  Mr  G.  J.  Harvey  MPS 
is  elected  chairman.  Mr  Harvey 
joined  the  Company  in  1936  and  in 
1949  was  appointed  a  director.  He 
became  joint  managing  director  in 
1974  and  was  appointed  deputy 
chairman  in  1979.  The  company  has 

a  chain  of  52  pharmacies  in  the  South 
of  England. 

■  Menley  &  James  Laboratories  Ltd: 

Mr  Lovis  Finucane  has  been 
appointed  Vice  chairman;  Mr  Bill 
Fraser  managing  director; 
Mr  Richard  Pratt  marketing  director; 
UK  and  Ireland;  Mr  Martin  Jennings 
business  development  manager 
Europe  and  Mr  Don  Gill  area 
manager,  West  Africa. 


COMING 
EVENTS 


Tuesday,  May  5 

South  East  Region  Pharmaceutical  Society, 

Boots  Ltd,  Crawley,  at  8  pra.  Mr  D.  Sakvay  on 
"The  anatomy  and  physiology  of  the  heart  and 
circulation  system". 

Wednesday,  May  6 

Reading  Branch,  Pharmaceutical  Society, 

Postgraduate  centre,  Royal  Berkshire  Hospital, 
Annual  meeting. 

Thursday,  May  7 

Huddersfield  Branch,  Chemists'  Association  and 
branch  of  the  Pharmaceutical  Society,  Commercial 
Hotel,  Church  Street,  Paddock,  Huddersfield, 
at  8pm.  Ten  minute  papers  by  branch  members. 
Liverpool  Branch,  Chemists'  Association  and 
branch  of  the  Pharmaceutical  Society,  Royal 
Liverpool  Hospital,  at  8pm.  Joint  meeting  with 
Wirral  branch  to  discuss  motions  for  branch/ 
delegates  meeting. 

Wirral  Branch,  Pharmaceutical  Society  and 
Birkenhead  and  Wirral  Pharmacists'  Association, 

Royal  Hospital,  Liverpool,  at  8  pm.  Discussion  of 
branch  resolutions.  Joint  meeting  with  Liverpool 
branch. 

Sunday,  May  10 

Lanarkshire  Branch.  Pharmaceutical  Society, 

Leisure  centre  car  park,  Strathclyde  Park, 

at  2pm.  Car  treasure  hunt.  Further  details  from 

Miss  Wilson,  telephone  041  554  1855. 

Advance  information 

Wholesale  Buyers'  (Spring)  Gifts  Fair,  National 
Hall,  Olympia,  London  W14,  May  17-20. 
Further  information  from  Harry  Polley,  Trade 
Promotion  Services  Ltd,  Exhibition  House, 
6  Warren  Lane,  London  SE18  6BW. 
Interpack.  Dusseldorf,  West  Germany,  May 
15-20.  International  fair  for  packaging 
machinery  and  materials. 


MARKET 
NEWS 


A  little  brighter 


London,  April  28:  In  some  quarters 
at  least  the  mood  of  the  market  was 
brighter  last  week  than  for  a  long 
time.  In  the  essential  oils  sector,  for 
instance,  business  was  done  in  a  wide 
range  of  items  whereas  recently 
demand  has  usually  been  confined  to 
one  or  two  specific  commodities. 

Sterling  being  weaker  against  the 
US  dollar  made  some  Chinese  oils 
dearer  for  shipment.  Reports  from  the 
Canton  fair  suggest  that  Chinese 
merchants  are  limiting  their  offers  of 
commodities  to  single  deliveries  rather 
than  accepting  contracts  for  larger 
quantities  with  split  deliveries  over  a 
period. 

Among  botanicals,  Canada  balsam, 
cascara,  gentian  root  and  liquorice 
root  were  all  firmer.  In  spices, 
aromatic  seeds  from  India  were  mostly 
marked  up. 

Pharmaceutical  chemicals 

Atropine:  (per  kg  in  -J-kg  lots)  Alkaloid  £200.50; 
methonitrate  £179;  sulphate  £169.90. 
Benzocainc:  BP  in  50-kg  lots,  £6.63  kg. 
Benzoic  acid:  BP  in  500-kg  lots,  £0.8801  kg 
Caffeine:  BP  anhydrous  from  £4.10  to  £4.61  kg  as 
to  quantity. 

Cocaine:  Alkaloid  £721  kg;  hydrochloride  £660. 
Dihydrocodcine  bitartratc:  £535  kg  in  20-kg  lots, 
Subject  to  misuse  of  Drugs  Regulations. 
Lignocaine:  C25-g)  base  £11.74  kg;  hydrochloride 
£11.82. 

Lobeline:  Hydrochloride  BPC  and  sulphate  £1.49 
Tocopherol:  DL  alpha  5  kg  £15.95  kg. 
Tocophcryl  acetate:  DI  -alpha  per  kg  £12.55  (in 
20-kg  lots);  adsorbate  £12.20  (25-kg);  sprav- 
dried  £9.75. 

Crude  drugs 

Balsams  (kg)  Canada:  Dearer  at  £12  on  the  spot; 
shipment  £11.85,  cif.  Copaiba:  £5.10  spot;  no  cif. 
Peru  £9.55  spot;  £9.30.  cif.  Tolu  £6.15  spot. 
Belladonna:  herb  £0.60  kg  cif;  leaves  unquoted; 
root  £13.40  spot. 

Camphor:  Natural  powder  £8  kg  spot;  £8.80, 
cif.  Synthetic  96%  to  £1.30  spot;  £1.28  cif. 
Cascara:  £1.275  metric  ton  spot;  £1,255.  cif. 
Gentian  roots:  £2.585  metric  ton  spot;  £2,540,  cif. 
Hydrastis:  Spot  £29.30  lb;  £28.90  cif. 
Liquorice:  Root,  no  spot;  £600  metric  ton. 
cif.  Block  juice  £1,400  metric  ton  spot. 
Pepper:  (metric  ton)  Sarawak  black  £750  spot, 
$1,425  cif;  white  £1.000  spot;  $2,075.  cif. 
Menthol:  (kg)  Brazilian  £5.75  spot  and  cif. 
Chinese  £5.25  spot;  £5.05.  cif. 
Seeds:  (metric  ton,  cif).  Anise:  China  star  £1.175 
for  shipment    Celery:  Tndian  £460.  Coriander: 
Moroccan  unnuoted:  Cumin:  Indian  £600.  Fennel: 
Tndian  £495.  Fenugreek:  Moroccan  £300;  Indian 
£295. 

Witch azel  leaves:  £2.75  kg  spot;  £2.70.  cif  both 
nominal 

Essential  oils 

Bois  de  rose:  £7.50  kg  spot;  £7.25,  cif. 
Camphor:  White  £0.90  kg  spot;  £0.88.  cif. 
Cassia:  Chinese  £54  kg  spot;  £51.30.  cif. 
Cedarwood:  Chinese  £1.47  kg  spot  and  £1  28,  cif. 
Citronella:  Cevlon  £3.50  kg  spot;  £3.05.  cif. 
Chinese  £3.25  spot;  £3.10,  cif. 
Clove:  Indonesian  leaf  £1.65  kg  spot;  £1.46.  cif 
English  distilled  bud  £45. 

Eucalyptus:  Chinese  £2.10  kg  spot;  £1.93,  cif; 
Portuguese  £1.80.  cif. 

Geranium:  Bourbon  £41.75  kg  spot;  £39.50.  cif. 
I.emongrass:  Cochin  £4.50  spot;  £4,20.  cif. 
Nutmeg:  Fast  Indian  £7.35  kg  spot;  £7.65.  cif. 
Fnglish  distilled  £15. 

Peppermint:  (kg)  Arvensis — Brazilian  £5.25  spot 
and  cif.  Chinese  £3.25  spot  and  cif.  American 
niperata  £10 

Snearmint:  Chinese  £8.25  kg  spot;  £7.15.  cif. 
American  £9.50.  cif.  spot 

The  prices  given  are  those  obtained  by  importers 
or  manufacturers  for  bulk  quantities  and  do  not 
include  value  added  tax.  They  represent  the  last 
quoted  or  accepted  prices  as  we  go  to  press. 
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CLASSIFIED 


Post  to  Classified 
Advertisements,  Chemist  & 
Druggist,  25  New  Street 
Square,  London  EC4A  3JA. 
Telephone  01-353  3212. 

Ring  John  Magee  or  Mark 
Jonas  for  further 
information  on  extension 
198. 


Publication  date  Every 
Saturday 

Headings  All  advertisements 
appear  under  appropriate 
headings. 

Copy  date  4pm  Tuesday  prior 
to  publication  date. 
Circulation  ABC 

January/December  1979 
17,330. 


Display/Semi  Display  £7.50 
per  single  column  centimetre, 
min  25mm.  Column  width 
42mm. 

Whole  Page  £650.00 
(265mmx  180mm). 
Half  Page  £350.00 
(135mmx  180mm). 
Quarter  Page  £180.00 
(135mmx88mm). 


Lineage  minimum  charge 
£20.00  for  30  words,  75p  per 
word  extra. 

Box  Numbers  £2.00  extra. 
Series  Discounts 

5%  on  3  insertions  or  over. 
10%  on  7  insertions  or  over. 
15%  on  13  insertions  or  over. 


Business  for  sale 


Situations  vacant 


XI  —  LEEDS  —  This  easily  run 
lock-up  shop  on  rent  at  £2,000  per 
annum  stands  in  a  busy  shopping 
area  close  to  the  centre  of  Leeds, 
turnover  to  30  September  1 980  was 
£78,652  showing  good  prolit. 
Scripts  average  1,100  per  month, 
goodwill,  fixtures  and  fittings 
£6,000  plus  stock  at  valuation. 

X2  —  DERBYSHIRE  —  High 
Peak.  This  nine-year-old  large  lock 
up  unit  on  rent  at  £950  per  annum 
was  purpose  built  to  serve  a  council 
estate  of  5,000  people.  Turnover  in 
1 980  was  £84,500  on  scripts  averag- 
ing 1,650  per  month.  Scope  for 
diversification  of  counter  trade, 
goodwill,  fixtures  and  fittings 
£10,000  plus  stock  at  valuation. 

X3  —  CLEVELAND  —  Main  road 
village  pharmacy.  Turnover  around 
£120,000  with  2,700  scripts  per 
month.  Property  for  sale  at 
£20,000.  Living  accommodation 
has  not  been  used  for  some  time. 
Goodwill  £15,000  plus  stock  at  val- 
uation. 


X4  —  SHEFFIELD  —  Old 
fashioned  pharmacy  which  would 
benefit  from  modernisation,  in  busy 
shopping  centre  near  Halls  of  Resi- 
dence, only  one  opposition.  Turn- 
over to  30th  September  1980 
£67,970.  Premises  on  lease  £1,200 
per  annum,  goodwill  and  fixtures 
£1,500  plus  stock  at  valuation 
approximately  £12,000. 


X5  —  ANGLESEY  —  Main  road 
pharmacy  in  pleasant  holiday  area. 
Good  living  accommodation,  or 
potential  for  holiday  flat.  Turnover 
in  1980  £70,991.  Scripts  average 
1,500  per  month.  Freehold  prop- 
erty £35,000,  goodwill,  fixtures  and 
fittings  £5,000,  stock  at  valuation 
approximately  £9,000. 

X6  —  NORTH  WEST  LANCA- 
SHIRE —  Large  excellently  mod- 
ernised and  fitted-out  property 
close  to  town  centre.  Turnover  to 
April  30th,  1980,  £107,636.  Scripts 
average  2,000  per  month.  Good 
future  potential.  Freehold  property 
£27,500.  Goodwill,  fixtures  and  fit- 
tings £12,000.  S.A.V.  approx. 
£20,000. 

X7  —  CHESHIRE/LANCA- 
SHIRE BORDER  —  This  high 
street  Pharmacy  offers  considerable 
scope  for  improvement  by  an 
energetic  owner.  Scripts  average 
1,500  per  month.  Turnover  over 
£80,000  per  annum.  Freehold 
property  for  sale  at  £17,000. 
Goodwill  and  fixtures  £3,500.  Stock 
at  valuation  approximately 
£12,500.  The  present  owner  is  retir- 
ing. 

X8  —  SOUTH  MANCHESTER  — 
Pleasant  residential  area.  Scripts 
1,300  per  month,  turnover  to  30th 
August  1980  £63,625.  Lock-up 
premises  on  rent  at  £1,660  per 
annum.  Goodwill  and  fixtures 
£2,000  plus  stock  at  valuation 
approximately  £9,000. 


(Ernest  J/George 

GARDALE  HOUSE.  122  GATLEY  ROAD.  GATLEY.  CHEAOLE. 
^  CHESHIRE  SK8  4AT  Tel:  061-428  6718/9 


Agencies  wanted 


WELL  ESTABLISHED  N.I. 
WHOLESALER  AND  DISTRIBUTOR 

requires  additional  lines  for  chemist  sundries,  electrical, 

toiletries  and  giftware  trade. 

Interested  in  sole  franchise  and  distribution. 

Replies  to:  D.  L.  Kirkpatrick  &  Son  Ltd., 
246B  Newtownards  Road, 
Belfast  BT4  1HB. 
Phone  56346/53722. 


REPRESENTATIVES 
REQUIRED 

for  well  known  importers  and  wholesalers  of  fashion 

jewellery,  for  various  areas. 

High  rate  of  commission.  Trade  ref.  required.  Replies 

to: 

JODEZ  (Manchester)  Ltd., 
34,  Shudehili,  Manchester  M4  1EY. 
Phone:  061-832  6564. 


Stocks  for  sale 


'AFRO'  PRODUCTS 

Probably  the  largest  range  of  English,  American  and  Caribbean  Afro'  products  in  the 
country.  We  offer  a  unique  service  to  the  retailer;  a  fast  delivery  service  in  all  popular 
brands  of  hair  and  skin  cosmetics. 

T.C.B.  Johnson's.  Palmer  s.  Dax,  Dark  and  lovely,  etc.,  etc. 

Please  phone  Cliff  Trowse: 

ZEBBRA  WHOLESALERS, 
127  Stoke  Newington  High  St., 
London  N16. 

Phone  01  -249  31 61 ,  01  -254  8784 


ONE-SIZE  TIGHTS  from  £2.30  doz. 
plus  VAT.  Min.  order  8  doz.  overall. 
CWO.  Carriage  free.  Full  range  Price 
List.  E  &  R  Kaye,  16/18  New  Bridge 
Street,  London,  EC4. 


Miscellaneous 
for  sale 


x 

Ever  Ready 

 ^_ 


Corrux 


o 


SINGLE  EDGE  BLADES 

BRAND  LEADER 

Blister  carded  4  blades.  Retail 
45p;  36  cards  per  box.  £10.03  + 
V.A.T.  Carriage  paid  min.  2 
boxes. 

Ever  Ready  Razor  Co.,  Quad- 
rant  Works,   Manor  Park 
Cres   Edgware  Middx. 
01-951  1674. 


COSMETICS  AND 
PERFUMES 

A  large  range  branded  and  non- 
branded 

Wholesale  only 
SHURE  ENTERPRISES 
227  Shoreditch  High 
Street,  El  6PJ 

Tel:  01-247  3122 


Perfumes 
Kodak  Film 
Flash  Cubes 

CONTACT: 

W.L.C.C. 
397  Acton  Lane 
London  W3 
Tel:  993  6400/9/2921 


"FASHION  JEWELLERY" 
Jodez  (Manchester)  Ltd., 
34  Shudehili,  Manchester  M4 1 EY 
Tel:  061-832  6564 

Largest  and  most  exclusive  range 
of  direct  and  imported  continental 
jewellery.  (TCP) 
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Shopfittings 


SHOPKIT 

The  worlds  first  D.I.Y.  shopfitting 
system  can  save  you  as  much  as 
£1 ,500  on  an  average  refit.  Illus- 
trated leaflets  sent  by  return  of 
post. 

SHOPKIT,  50  Ivatt  Way,  Peter- 
borough, PE3  7PN,  or,  tele- 
phone Peterborough  0733 
265263  (24-hour  cheap  rate 
service). 


Stock  wanted 


MYERS  SIMBILT  UNITS 
(About  10  years  old) 

23  wall  units  3'  10"  inc.  7  cosmetic 
showcases;  3  x  3'  10"  double  sided 
gondolas;  3x5'  10"  cosmetic  coun- 
ters; 1x3'  10"  cosmetic  counter;  1  x 
6"  medicine  counter. 


Available  end   May.  Can 
seen — Barking,  Essex. 

Offers  Please:  01-594  2332. 


be 


Oh  [~TMciH    complete  shopfitters 


SPECIALISING  IN  PHARMACY 


Shopfronts 
Lighting 


Interiors 
Flooring 


Ceilings 
Building  Work 


UNIPLAN  DISPENSARY  FITTINGS 

42/45  New  Broad  Street,  London,  EC2M  1QY. 
Tel:  01-628  0898 


WANTED 

Surplus  stock,  discontinued/clearing  lines 
in  toiletries,  cosmetics,  perfumery,  sundries 
etc.  Cash  payment  and  immediate  deci- 

sions-  Contact: 

KEMISTORES  (Wholesale), 
166,  Hammersmith  Road, 
London,  W.6. 
Tel:  01-748  4902. 
Telex:  8951749  Pipes  G. 


A.  &  H.  OTTER  LTD. 

(established  1920) 

Largest  cash  stock  buyers  in  the 
trade  for  manufacturers'  clearing 
lines,  and  retailers'  stocks. 
8  Northburgh  Street,  London 
EC1V  0BA.  Tel:  01-253  1184/5. 
Telegrams:  "Salvall",  London 
E.C.1.  <TCW> 


PHARMACEUTICAL  ANTIQUES. 

Drug  runs,  shop  interiors,  bottles,  etc., 
urgently  wanted.  Kindly  contact  Robin 
Wheeler  Antiques,  Parklands  Park 
Road,  Ashtead,  Surrey.  Telephone: 
Ashtead  72319.  Buyer  collects.  (TC.w, 


Trade 
services 


LABELS 

FOR  FAST  COMPETITIVE 
SERVICE  CONTACT 

THE  ASHTON  LABEL  COMPANY. 
PORTLAND  STREET, 
ASHTON-UNDER-LYNE. 
TELEPHONE:  06I  330  0650 


GENERIC 
BLETS 


Approved  Prescription  Services  Limited 

CLECKHEATON  WEST  YORKSHIRE  BD193BZ 
TELEPHONE:  -    CLECKHEATON  I0274I  876776 


WANTED 

DISCONTINUED 

Soiled,  damaged  or  surplus  stock,  any 
quantity,  immediate  decisions  and 
payment,  will  collect.   B.   and  S 

Wholesale  and   Retail  Supplies, 
Westminster  House,  188-190  Stratford 
Road,  Shirley,  Near  Solihull,  West  Mid- 
lands. Telephone  021-745  4131. 

TCF 


WE  PURCHASE 
SHOP  STOCKS  AND 
MANUFACTURERS  SURPLUS 

Please  telephone  or  write: 

LAWRENCE  EDWARDS 
AND  CO.  LTD., 
Wellington  Close, 
London  W11  2  AN. 
Tel:  01-727  3137-8  (it/if) 


The  next  issue 

of  Chemist  & 
Druggist  closes 
on  Tuesday,  5 
May,  at  4.30  pm. 
Please 

telephone  your 
advertisements 
to  Mark  Jonas 
on  3533212  extn. 
196. 


L ALEHAM  -  packers  and  a 
lot  more  besides  t 


Pharmaceutical  and  health  food  tablet  and  liquid  filling 
Strip  and  Blister  packing.  Collation  and  assembly. 
D.H.S.S.  assembly  licence  Send  for  brochure  to: 
Laleham  Packers  Ltd.,  Newman  Lane,  Alton,  Hants. 
GU34  2QR.  Tel  (0420)  82644 


MARKETING  SERVICES  COMPANY 

require 

AGENTS 

to  sell  Generics  in  the  following  areas: 
Lancashire/Cheshire,  North/West  Yorkshire,  Scotland. 
Strong  retail  pharmacy  connections  and  good  territory  manage- 
ment required.  Previous  medical  representation  experience  an 

advantage. 
BOX  C&D  2785. 


"Everything  you  need 
to  know  about 
Pharmaceutical  Shopfitting" 


Write  or  telephone  for  your 
FREE  Pharmacy  Information 
Pack,  sent  by  return  of  post. 

Tower  Works,  Lower  Rd., 
Gravesend,  Kent,  DA11  9BE 
Telephone  (0474)  60671 


e  i 

Nurthfteel  ^ 
Oot*) 


SHOWRAX 


DETROIT 
DISPLAY 
SHELVING 

HIGH 
QUALITY 
SHELVING 
UNITS 
approved  by 


NUMARK 


(TCW) 


K  H.WOODFORD &Co  Ltd 
Ring  Now  0202  36272 


and  PHARMACY 

Specialists 


Complete  service  N.P.A.  and 

NUMARK  approved. 

Eplan  UNIT  SHOPFITTINGS 

Eustace  International 
E  Plan  Estate,  New  Road 
Newhaven,  Sussex  BN9  0AE 
Telephone:  07912-7711 

(TCW) 


Umdasch 


THE  COMPLETE 
SHOPFITTERS 

Modular  shopfittings  of  quality  at 
realistic  prices. 

PLUS 

A  complete  professional  Design  & 

Contract  service  on  all  aspects  of 

shopfitting. 

For  details  contact:- 

DRENMEAD  LTD., 

Unit  19,  Britannia  Estate, 

Leagrave  Road, 

Luton,  Beds.  LU3  1RJ. 

Tel:  (0582)  421851. 

N.P.A.  approved  shopfitters. 


apian 

shopfitting  limited 

alplan  house,  cavalier  road, 
heathf  ield,  newton  abbot,  devon. 
tql2  6tg      tel.  0626  832059. 
from  counters  to  total  contracts 
alplan  s  national  coverage  for 

pharmacies 


PRIVATE  SALE,  MODERN 
SECONDHAND  SHOPFITTINGS. 

Complete  fittings  including  6  counters, 
metal  adjustable  shelving,  lighting, 
decorative  top  arches,  ex  Warw  anfreed 
enough  to  fit  2  shops.  Bargain  £1 ,000. 
01-952  0105  London. 


Magnum  ©^qds 

Shopfittings 


A  New  Generation  of  Pharmaceutical  Shop- 
fitting  Equipment-flexible,  easy  to  install, 
superb  colour  combinations  and  com- 
petitivelyi  priced.  Write  or  phone:  Magnum 
Opus  Ltd;  The  Mailings.  Southminster, 
Essex.  Tel:  (0621)  772248. 
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Stock  for  sale 


INTERNATIONAL  TRADING  COMPANY 


Announce  the  opening  of  their 
London  Showroom  and  Cash  and  Carry 

open  9  am-5.30  pm  Mon.-Fri. 

9  am  12.30  pm  Sat.  and  Sun. 

at 

AVON  HOUSE 
360-366  Oxford  Street, 
London  Wl. 

(near  Bond  Street  tube  station) 

Stockists  in  most  Branded  Perfumes  at  Discount  Prices. 
Opium,  Estee,  Dior,  Coty,  Eau  Sauvage, 

Y.S.L.,  Paco  Rabanne,  Lancombe 

and  many,  many  more  lines. 
Clearance  lines  always  available. 
Telephone  01-408  1 1 46     01-492  1 206 

Telex  28800  Londofg. 

Mail  order  carried  out  on  C.O.D.  basis. 


CHEMISTS? 
DRUGGIST 


Classified  Advertisements 

Post  to  Classified  Advertisements,  Chemist  &  Druggist, 
25  New  Street  Square,  London  EC4A  3JA 
Telephone  01-353  3212 

Copy  date  1 2  noon  Wednesday  prior  to  publication  date 


ORDER  FORM 

Please  insert  as  below  our  advertisement  under  the  heading 


Please  invoice. 


.insertions 


PLEASE  PRINT_ 


Name. 


Address. 


Phone . 


.Date. 


.Signed . 


Typesetting  and  graphics  by  Friary-Clark  Ltd,  Enfield,  Middlesex.  Printed  by  Riverside  Press  Ltd,  Whitstable,  Kent.  Published  by  BENN  PUBLICATIONS  LTD,  25  New  Street  Square,  London  EC4A  3JA 

Registered  at  the  Post  Office  as  a  Newspaper  27/21 /8s 


NEW  WAVE  CONTRACEPTIVES 

From  AEGIS  Products  —  The  Alternative  Contraceptive  Supplier  at  realistic  prices 

Superb  (colour)  display  boxes  —  incredible  profits.  Fast  sellers  —  same  day  despatch  —  what 
more  could  you  want?  Plus  there's  a  BONUS  OFFER.  Read  on:  — 


HATU 

DERBY 

(LUBRICATED) 

.50per 

GROSS 


(Sell  out  price  £14.40) 


KINGTEX  VIVA 

(LUBRICATED) 

ONLY 


.60per 

GROSS 


(Sell  out  price  £45.60) 


HATU 


TRIS 

(LUBRICATED) 

only£3'80 

(Sell  out  price  £16.80) 


PERSONAL(Shaped) 

Anatomico  imbricated) 

ONLY 


per 

GROSS 


FULEX  RONY 

RIPPLED  &  LUBRICATED) 

ONLY 


£5 


.50  per 

GROSS 


(Sell  out  price  £24.60) 


£7 


.85  per 

GROSS 


(Sell  out  price  £27.00)  L_ 


STALLION 
DELAY  SPRAY 


£9 


ONLY 

(Sell  out  price  £42.00) 


"60Soz. 


NOTE:  We  have  the  LARGEST  SELECTION  OF 
CONDOMS  in  THE  UK  (If  not  the  World).  Over  67  brands  in 
stock  PLUS  Durex  products.  DID  YOU  KNOW  OUR 
CONDOMS  START  AT  £2.25  per  GROSS?  ASK  FOR  A 
FULL  PRICE  LIST  WHEN  ORDERING. 
If  you  find  that  you  can  resist  ordering  from  this  advertisement,  then  why  not 
send  off  for  our  FULL  PRICE  LIST,  which  will  be  sent  to  you  By  Return  Post. 

At  these  profit  margins  your  business  could  do  with  it. 


AEGIS 

Apply  Today  to  AEGIS  PRODUCTS  (CD503 ) 
A  Division  of  Yago  Holdings  Limited,  Unit  18, 
New  Coleshill  Industrial  Estate, 
Birmingham  B46  1RL. 
Tel:  0675  65265. 
Telex  335148  YAGO  G 


WE  HAVE  A  NATION  WIDE  VAN 
DELIVERY  SERVICE. 


The  Triangle  Trust  helps  people  of  the 
Pharmaceutical  Industry 

The  Triangle  Trust  1949  Fund  is  an  independent  charitable 
trust  administered  by  a  Board  of  Trustees.  Its  primary  aim  is 
the  relief  of  hardship  or  distress  in  the  case  of  people  and  their 
dependents  employed,  or  formerly  employed  in  the  phar- 
maceutical industry  in  .Great  Britain  and  the  British  Com- 
monwealth. Such  relief  may  include  assistance  with  the  edu- 
cational expenses  of  children. 

The  Trustees  are  also  prepared  to  consider  applications  for 
financial  assistance,  beyond  the  scope  of  an  employer's 
responsibilities,  with  education  or  training  in  general  subjects, 
including  music  and  the  arts. 

For  additional  information,  or  to  apply  for  assistance,  write  to: 
The  Secretary,  Dept  CD,  The  Triangle  Trust  1949  Fund, 
Clarges  House,  6-12  Clarges  Street,  London  W1Y  8DH. 


LIPCOTE 


the  unique  lipstick  sealer  is  advertised  nationally  both  in  the  press 
and  on  radio.  Make  sure  you  keep  a  stock  of  this  regular  demand 
beauty  product.  Available  from  most  wholesalers  or  direct  from 
Larkhall  Laboratories  (CDL) 
229  Putney  Bridge  Road,  London  SW15  2PY 


ORALCER 


■ SLOW  RELEASE  F  ■ 
pellets  §  MOUTH  ULCERS 

NOT  A  GEL  -  NOT  A  PASTILLE  -  BUT  PELLETS 
that  slowly  release  2  Active  ingredients  at  site  of  ulceration 

VITABIOTICS  LTD.  122  Mount  Pleasant  Alperton  Mddx.  01-903 


People  do  notice! 

ADDALO  UNIFORMS  GIVE 
YOUR  STAFF  THAT 
PROFESSIONAL  LOOK. 


by.  L  J  &  M  REFSON  LTD 
Hendon  Road 
Sunderland 
SRI 2NB 

Tel.  0783  59861/2 


1981  RANGE  ss> 


right  glass ! 


BEATSON  CLARK  r 


A  complete  range  of  glass  containers  for  pharmaceutical 
packaging.  For  liquids,  ointments,  powders  or  tablets -in  amber 
or  white  flint.  Pack  or  dispense  in  the  right  glass.  Contact  your 
wholesaler  or  write  to: 

Beatson,  Clark  &  Co.  Ltd.  23  Moorgate  Road,  Rotherham, 
South  Yorkshire  S60  2AA.  Telephone:  Rotherham  (0709)  79141. 
Telex:  54329 


